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SHEETROCK means early occupancy 
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SHEETROCK SHEETROCK fights fire 


THE FIREPROOF GYPSUM WALLBOARD 
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United States Gypsum 


For Building ¢ For Industry 
Gypsum ¢ Lime ¢ Steel ¢ Insulat e Roofing ¢ Paint SHEETROCK endures a ‘“‘housetime” 
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EDWARD H. FAIRBANK, ARCHITECT 


Good telephone 


LIVING 
ROOM 


7 DINING 
planning 


starts here 


=TELEPHONE OUTLET 


0.. of the first signs of thoughtful planning is the tri- 
SECOND FLOOR 


angular telephone symbol. It marks the spots for con 
veniently placed telephone outlets and permits concealed 
telephone wiring—two features planned to please clients 
and make houses you design and build more salable. 

Translated, the triangles simply mean a few outlet 
boxes and connecting lengths of pipe or flexible tubing 
placed in the walls during construction. The cost is low; 
the beauty and convenience value, high. 

Your Bell Telephone Company will be glad to help 
you in planning efficient, economical conduit layouts 
For this free service, call your local Business Office 


BELL TELEPHONE SYSTEM (B) 


Layout shown includes outlets for portable telephone 





SERVEL AL-VEAR 





tremendous hif 


,.. DUilder 


ROBERT H. WACHENDORF is builder of the distinctive 
Meadow Ridge Year-Around Homes in Amberly Village, 
Cincinnati. Designed to provide the utmost in luxurious 
suburban living, each attractive home planned by Mr. 
Wachendorf features a Servel All- Year Air Conditioner, 
for year-round comfort. 


Public response to All- Year Air Conditioning in his 
exhibit home was so enthusiastic that this Cincinnati 
builder went on to plan the entire development 
around Servel units. As a result, he can assure his 
clients of homes that will always be completely com- 
fortable, no matter how hot or cold, wet or dry the 
weather may be. 

A mere flick of the finger sets the Servel All- Year 
Air Conditioner. From then on, operation is entirely 
automatic. The Servel switches from cooling to heat- 
ing and back again as needed to maintain the de- 
sired temperature. Year round, humidity is care- 
fully controlled to eliminate stickiness in summer- 
time, add enough moisture for comfort in winter. 
And the Servel filters out dust and irritating pollen, 














circulates air evenly throughout the house. 

By planning homes around Servel All-Year Air 
Conditioning, it’s possible to effect economies which 
offset the unit’s price. For example, Servel air con- 
ditioned homes need no screen porch, no fireplace, 
no attic fan. Outside doors and windows may be 
kept closed. Glass can be fixed, permitting use of a 
simple window frame. No screens are necessary. The 
total of these savings may more than pay for the 
air conditioner. 

Servel units can be used in any size, style or shape 
of home your client wants. They’re not confined to 
any one type of architecture. Ask your local Gas 
Company for full particulars, or write to Servel, 
Inc., 3103 Morton Avenue, Evansville, Indiana. 
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AIR CONDITIONER 


in model home 
orders 175 more ! 


Architect: Luigi Marioni, 
1818 Beacon Street, Cincinnati 


NOW YOU CAN INSTALL 
SERVEL ALL-YEAR AIR CONDITIONING 
AT LITTLE OR NO EXTRA COST! 


Many of the customary features in a home no longer 
have functional value when All- Year Air Conditioning 
is included . . . such things as porches, fireplaces, screens, 
etc. So in preliminary planning you can leave them out. 
This way you'll generally save enough to make up the 
cost of the Servel system. And clients feel they’re mak- 
ing a marvelous exchange. For the things omitted pro- 
vide pleasure only part of the time. Servel brings them 
comfort 365 days a year! 


Toa = 4, i t 


= —_—_—_—_— NO SCREENS 
NO LOWER-COST 
ATTIC FAN WINDOW CONSTRUCTION 
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fou may be buillligg sor 





A. “A Short History 
of Prefabrication” 
Describes the function for Greater Profits” ph 
of prefabrication— Gives you complete details on how C. “Results Speak for Themselves” — 
in the product, sys- a builder or contractor operates with Describes and illustrates the use of 
tem and service of American Houses, Inc. to make more American Houses’ product in, many 
American Houses, Inc. money. types of building. 
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nectaling Ce tomorrow 


Today ... builders have to be flexible to 
meet swiftly changing market conditions. 
That's why it will pay you now to know all 
about the unique, flexible building method 
of American Houses, Inc. 


What will you be building in the months to come... in the next 


ry ? 
few years: < 


You may contiiue operating just as you are now. You may have 
to move quickly into some other type of building operation. No 
one can tell exactly what the building market situation may be. 
You can be prepared for any market when you build with the 
product, system and service of American Houses, Inc. Shown on 
these pages are typical examples of construction by American 
Houses’ customers. 

This flexible, modernized method of construction allows you to 
get in and out of the market fast. It enables you to change rapidly 
as your local market dictates—from speculative to contract build- 
ing, from single houses to large or small rental and sale projects, 
from luxury to low-cost housing. It lets you move quickly into 
military and defense housing. 

What American Houses, Inc. offers you is unique—a design and 
prefabrication service, backed up with on-the-job assistance by 
a sales and field service staff. We are now shipping to most 
areas east of the Mississippi. 

Look over the booklets below. We'd be glad to send any or all to 
you free. Simply indicate your choice on the coupon. 


AMERICAN HOUSES, INC. 
165 West 46th Street, New York 19, N. Y. 


PLANTS 
Allentown, Pa. © Lumberton,N.C. © Cookeville, Tenn. 


ith American Houses ... Mail the coupon below for your copies! 





/ 


AMERICAN HOUSES, INC. 
165 W. 46th Street, New York 19, N. Y. 


Please send me literature as checked: 


AT BT co Dl 


Name______ 





D. “This Man Said to Us” Address 
Tells the story of Lincoln 
a ge wi 2 
rental project at Knox- 
ville, Tenn. 











This is Mr. George Decker... 


at the doorway of one of the houses he and Oliver 
Martin built in Stratford Acres, Stratford, Conn. 


“Why hello!” says Mrs. J. Ritzul. The Ritzuls have 
occupied this house for 7 months now. Mr. Decker is 
paying them a visit to learn how they now like their 


General Electric all-electric home. 


“Bryan and | were just clearing the dinner table.” 
explained Mrs. Ritzul. “It’s so nice to wash away messy food 
waste and not be bothered with garbage cans. We wouldn't 
give up our General Electric Disposall® for the world!” 
Mr. Decker just grins. 


Just a year ago, recalls Mr. Decker, 8400 persons 
visited the model home . . . and within 48 hours all 50 homes 
planned (each with General Electric Kitchen-Laundry 

had been sold at $10,500 each. This despite the fact that 
other houses in the immediate neighborhood were not selling! 


“All our friends wish they had a G-E Dishwasher 


too!” says Mrs. Ritzul. I had no idea our G-E Dishwasher 


would get our dishes so clean and sparkling—to say nothing 
of the time saved!” 


Gives Mummy more time to read stories to me,” inter- 
rupts little Bryan. 


You can put your confidence in— 


GENERAL @@ ELECTRIC 
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*10 Alotight Ave! 


“By the way, Mr. Decker, my pots and pans don't 
get black any more! This G-E Range is so clean and it cooks 
so f-a-s-t! L really don’t mind cooking a bit, and our electric 
bills for the entire house are less than half of what I thought 
they would be—never over six dollars!” 


“There's room for ever so much food in our G-E Re- 
frigerator—and it’s so easy to keep everything in place. I 
don’t think there’s a finer refrigerator made than a G-E.” 

“I agree with you, Mrs. Ritzul. That's why we had a G-E 
Refrigerator installed in our home, too!” comments Mr. 
Decker! 


Nationa Rea Estate AND BurLpinc JournaL — 


“I'm so glad a fully automatic G-E Washer was in- 
cluded in our kitchen, Mr. Decker. As you know, I just turn 
on the controls and I can walk away to do other things. 
Our G-E gets clothes lots whiter than the machine we were 
using in the place we used to live in! 





PROFIIAGLE - 


and good business! 


Mr. Geo. Decker, like so many 
other successful builders, included 
the cost of the G-E Kitchen- 
Laundry right in the selling price 


of his houses. His purchasers are 





paying for their homes under the 
low monthly payment advantages 
of the “Packaged Mortgage.” 
He says, “Putting in G-E appli- 
ances was the smartest thing I 


ever did!” 


Home Bureau, General Electric 
Co., Bridgeport 2, Conn. 
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J. Ed Turner, realtor of Hattiesburg, Mississippi, is a charter member 
of the Hattiesburg Real Estate Board, past president of the Mississip- 
pi Real Estate Association, and past director of the National Associ- 
ation of Real Estate Boards. He is also the new president and a past 
director of the Hattiesburg Chamber of Commerce and a member of 
_Mortgage Bankers Association of rica. r. Turner, who 
ecii lizes in rentals, sales, and loans, is the developer of Westwood 
in Hattiesb 





“WE ARE PROUD TO HAVE PERFECT HOME 


MAGAZINE ORIGINATE FROM OUR OFFICE,” 


PERFECT HOME 


Says Mississippi Realtor 





“This year marks our third year as sponsor of Perfect Home Magazine,” says J. Ed Turner, 
realtor of Hattiesburg, Mississippi. “This delightful magazine offers a dignified type of 
advertising that we are proud to have originate from our office. 


“The publication is sent into the leading homes of our city as well as to numerous pro- 
fessional offices. Every month we are made to realize that this method of building goodwill 
is worthwhile when we receive letters from persons who have seen Perfect Home Maga- 
zine asking that they be put on the mailing list. Some of these requests even come from 
people outside our city. 


“It is a real pleasure to sponsor Perfect Home Magazine.” 


It is always gratifying to the publishers of Perfect Home to have blue ribbon sponsors 
such as Mr. Turner say they feel proud to have this publication identified as their own 
publication in the eyes of the people of their community. This magazine is edited for lead- 
ers. Not only does it constantly promote the “home idea” but it is also designed to connote 
quality, fair dealing, high ethics, and a thorough knowledge of what is new in home de- 
sign, construction, equipment, and decoration. Thus it builds prestige, goodwill, and public 
confidence. 


Through the Perfect Home Plan, the front cover and back cover are personalized so that 
the magazine becomes its sponsor’s own house magazine. Yet its scope is national. Leading 
writers and authorities are engaged to write articles’ for it. The pick of the best in new 
home design and decoration is shown in carefully selected photographs, made by out- 
standing architectural photographers. Every page helps the sponsor sell newness, good taste, 
high quality — and home ownership. 


Such quality and interest in a house publication would ordinarily be within the reach of 
only the largest real estate, home building or home financing organizations. But through 
the Perfect Home Plan, editorial and other preparation costs are shared among the hun- 
dreds of users throughout the nation. Local reproduction and mailing costs are, in turn, 
spread among the selected, reliable building factors who benefit from it. Thus costs to 
each participant are nominal. 


Franchise holders are selected with painstaking care, after thorough qualification. These 
franchises are exclusive, annual, and renewable. A limited number of them are still open 
in various sections, If you are interested, address your inquiry to 


STAMATS PUBLISHING COMPANY 
CEDAR RAPIDS, IOWA 
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GOOD HOUSEKEEPING sevec 


Meets The High Standards of 
Quality - Safety - Economy De- 
manded by Builders Everywhere 


Architect Fred W. Harsen, of Tenafly, New Jersey, 
Lovel Construction Company, and Good House- 
keeping magazine selected the Van-Packer chimney 
for this modern house because it is low cost, efficient 
and safe. In addition to these reasons, more and 
more builders and contractors are selecting Van- 
Packer because it saves them precious man-hours on 
the job. In just three man-hours, most installations 
can be completed-—and there’s no waiting for a 


R 
_packe 
VAT mnie nine 


sub-contractor to come in—no scaffolding to erect— 
no pier to construct. —no mess to clean up afterward. 
Everything needed to complete the chimney is in- 
cluded in the tightly sealed packages. There’s nothing 
else to buy. Use Van-Packer in your next house and 
we are sure you will always use it. 


HOW DO I ORDER — For exact quotation, supply only 
two measurements from top of rain cap: (1) to the roof 
on the longside and (2) to the floor or ceiling where 
base is suspended. 


WHERE DO I BUY [T—See your lumber dealer, heat- 
ing contractor or write direct to address below. You can 
count on prompt delivery. 


Van-Packer Corporation 
Room 1749, 130 W. Adams St 
Chicago 3, Illinois 
Yes, I want complete details and free literature. 
What is the name of my nearest dealer 


NAME 
Firm 


ADDRESS 


- March, 1951 





Why Builder Ralph D. Talbott EQUIPS ALL HIS 
HOUSES WITH ELECTRIC RANGES 


The Talbott Building Company of Balti- 
more, Md. sold 44 of these houses in one 
day. Priced at $8,990, they have two bed- 
rooms, living room, dining room, and 
completely electric kitchen. They are 
known as low cost, luxury homes. 





These Talbott houses in the Lochearn de- 
velopment have electric kitchens which in- 
clude electric sink and dishwasher with 
waste disposer, automatic electric water 
heater and electric refrigerator. And the 
automatic range—of course, it’s Electric! 


“When I build a house,” says Mr. 
Talbott, “I make sure to install the kind 
of equipment my prospective purchasers 
will want. I've found out what they want, 
and the way my houses sell proves that 
I'm right. The equipment might vary a 
bit from house to house—but there’s one 
thing goes into every house I build. 
That’s a modern, automatic Electric 
Range. When a woman sees that range, 
she sort of takes it for granted that 
everything else is up-to-the-minute.” 
Are you equipping your houses with the 
cooking equipment women want—au- 
tomatic modern Electric Ranges? 


ELECTRIC RANGE SECTION 


National Electrical Manufacturers 
Association 


155 East 44th Street, New York 17, N.Y. 
ADMIRAL - COOLERATOR + CROSLEY - DEEPFREEZE 
FRIGIDAIRE GENERAL ELECTRIC GIBSON 


HOTPOINT - KELVINATOR + LEDO - MONARCH 
NORGE - PHILCO - UNIVERSAL - WESTINGHOUSE 


LQ 
YOU HOUSES WiTH 
ELECTRIC A> 
RANGES 


.—— 


These well-known builders 
are also on the 
Electric Range Bandwagon! 


Milam Levitt—Levittown, 1. 1. 
Cy Williams— Teaneck, 4. J. 
“anes Bronkema— Grand Rapids, ic, 
Samuel H. Walker Ili—Kensington, wd 
Arnold Hartmann — Newton Centre, Mass. 
C. Ronald Marcotte— Cincinnati, Ohio 
Wiliam A. Zeh—Los Angeles, Cal 





A 
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Ti 
VAMAR 


NEVAMAR 73/40 (dal. 
inltibititn, TO Cnality Consliuctiin| 


NEVAMAR not only assures quality construction with enduring, colorful beauty, it also 
saves time and labor—factors of prime importance in any building or remodeling opera- 
tion. For NEVAMAR is easy to use and is practically immune to abuse. It is a maintenance- 
free surface that never needs painting or refinishing. It is suitable for every type of wall 
surface as well as built-in fixtures. Its versatility, variety of colors and wide range of 
patterns afford endless possibilities for building distinctive interiors. Its performance has 
been proven in the home and in commercial applications. Get all the facts that every 
master builder should have about NEVAMAR. 


In actual full-color photo- 
graphs, you'll see many of 
the applications to which 
NEVAMAR is suited. It's 
yours for the asking. 


NEVAMAR Vis 
high - pres» AZD® 
sure lami- {z 

nates con- NEMA 
form to LEE, 
NEMA aE” 
specifica- 


tions. 
@ SOLE DISTRIBUTORS: THE NEVAMAR COMPANY, BALTIMORE, MARYLAND 


WZ NATIONAL Best Zocdcct Cogeco 


Manufacturers of Nevamar High-Pressure Laminates» SARAN FILAMENTS « Wynene Molded Products 
ODENTON, MARYLAND e NEW YORK, NEW YORK « LOS ANGELES. CALIFORNIA 
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For homes that are cool in summer... 


cleaner and more healthful the year ’round 


American-Stardard now presents 
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THE Designed for easy in- 
stallation in amy winter or 
summer air conditioning 


s system, the new Magne- 
‘ = filter Air Cleaner is a dry 


type electronic air filter that 
AIR traps even the smallest dirt particles. Automatically cleaning 
the air by electrical attraction, the Magne-filter effectively 
CLEANER removes pollen, air-borne bacteria, dust, and smoke. 
The Magne-filter is designed to be installed in the return 
duct of the air conditioning system, and can be installed 
on its side in limited space applications. 
oo St, 
7 Here is the newest in summer air conditioning for small 
and medium homes. The new Mayfair Summer Air 
Conditioner connects to the duct work of existing forced 
warm air heating systems. Handily controlled by a switch, 
it mechanically cools and 
dehumidifies the air. And 
because it has a hermetically 
sealed, factory-tested cooling 
system, the Mayfair is as simple 
in operation as a modern 
refrigerator! When installed 
with an American- Standard 
warm air heating unit, the 
Mayfair provides year ‘round 


SUMM ER AIR Z a residential air conditioning 
i : at its best. 
CONDITIONER 


For free literature on these two new products, contact the American- 
Standard sales office serving you or write to American Radiator & 
Standerd Santitary Corporation, P. O. Box 1226, Pittsburgh 30, Pa. 


American-Standard 


First in heating ... first in plumbing 


Serving home and industry: AMERICAN-STANDARD + AMERICAN BLOWER » CHURCH SEATS © DETROIT LUBRICATOR + KEWANEE BOILERS + ROSS HEATER + TONAWANDA IRON 
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New Cenly! 


NIRENSTEIN’S 
NEW ATLAS OF THE 


Solid South 


Most Extensive Real Estate Survey of 
the Downtown Retail Business Districts 


10 States 

48 Charts 

43 Principal Cities 

87 Aerial Views (18 x 13”) 


580 Photographs 
CONTAINS 2040 Strategic Locations 
Clocked and Checked 
All Bus Stops in Areas Covered 
All Maps Measure 27” x 38” 
All Maps Bound in an Attractive 
Loose-Leaf Folder 


Write Now .. 
FOR ILLUSTRATED BROCHURE 


NIRENSTEIN’S NATIONAL REALTY MAP CQ. 
377 DWIGHT STREET SPRINGFIELD 3, MASS. 
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THE NEW 1951 


Pollman Homes 


Manufactured and Distributed by 


JTHYER MANUFACTURING CORP. 


Quicker Profitt—Speedy Construction— 
Beautiful Design—Low Cost 
AMERICA’S FINEST ECONOMY HOMES 
80 Variations—40 for the North 
40 for the South 
WRITE OR WIRE FOR BROCHURE AND SALES KIT 











Drea | 
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The Washington Column 


Washington, D. C. — The House Banking and Cur- 
rency Committee has reported out the Defense Hous 
ing Act of 1951, containing a new 90% FHA Title 
IX. Floor action is expected soon. In the meantime, 
the Senate Banking Committee has finished hearings 


| on the bill and has gone into executive session. Op 
| ponents and proponents of the bill are putting the 


pressure on their elected representatives to change 
the bill to suit their purposes. The organized home 
building industry has asked for a $9000 FHA mort 
gage maximum. instead of the proposed $8100 ceil- 


| ing. (The House Committee approved $9000 maxi 


mum for one-family only.) Builders also want the 
bill amended to require the immediate lifting of 
Regulation X and related credit restrictions in defense 
areas. 


. ~ . 


Many mortgage men around the nation are seeth 
ing over the indorsement given the defense housing 


| bill at a recent Congressional hearing by a spokesman 


for the Mortgage Bankers Association of America. 


| The ill-will in the New York area was so intense that 


special meetings were called to sooth ruffled feelings. 
Fireworks happened when Maurice R. Massey, Jr.. 
Philadelphia, a past assistant commissioner of FHA 


| speaking as chairman of MBA’s federal legislative 


committee, told the House Banking and Currency 
Committee that his association was “in full accord 
with the principles and objectives” of the defense 


housing bill. NAREB, NAHB, and others have all 


- | severely criticized the proposed bill before Congress. 


. * 7 


John L. Haynes, building materials specialist with 


| NPA, gives the inside dope on metals: “We were re 
cently forced to prohibit use of copper plate and tub 


ing in construction. On finding that we faced a tre 
mendous housing volume which has not slowed down, 


| plus an increase in industrial construction, and a lack 


of galvanized steel pipe. we had to relax the copper 
order to permit use of hot and cold drawlines. But 
not for radiant heating, however. As the tempo of de 
fense spending steps up, it may indicate further cuts 
in the use of these nonferrous materials.” 


. * . 
FHA is experiencing its greatest wave of applica 


tions on co-ops . . . more than $500 million has been 
committed on more than 500 separate projects over 


| the country. Most were filed after October 12, or 
“Regulation X Day.” 


How did the Federal Reserve Board arrive at the 
goal of 850,000 units for 1951? Here’s the answer: 
Predicted on the belief that production of 1,000,000 
units in 1949 was not inflationary or a burden on 
supplies, but that the rate of approximately 1,400,000 
in 1950 was, it was decided to approve a basic rate of 
1,000,000 a year, minus the volume of building ma- 
terials estimated to be required by the military. The 
latter was estimated originally as the equivalent of 
150,000 to 200,000 units, hence the decision to per 
mit 800,000 to 850,000 units. 
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DESIGN DETAILS 


PLATE 1 
KITCHEN PLANNING 























Better... because it’s 
Planned Electrically 














No wonder successful builders pay so much attention 
to planning of kitchens. They know that women are 





Y ; demanding better kitchens. 

i e RAN The kitchen illustrated is an example. Designed for 
F Ps 4 efficiency, it’s completely equipped with the best in 
‘ 

ty 


electric appliances. Lighting is provided for each work 
center, to eliminate shadows. And wiring assures 


full voltage, for economical, efficient operation of 


each piece of equipment. 


These are details that buyers see; that builders 

S D emphasize; that help sell houses quickly. 
yOu CAN 6E URE oo IF ITS If you want the best in tested ideas for Electrical 
Planning, get a free copy of our new book: B-4760. 


’ 7 
Westinghouse ms: Better Homes Bureau, Westinghouse Electric 


Corporation, P. O. Box 868, Pittsburgh 30, Pa. G-10137 


FREE... oe arrears om 


t : » dat s Better Homes Bureau 
Dept. NRJ-3 
& 6 Westinghouse Electric Corp. 
E- P.O. Box 868, Pittsburgh 30, Pa. 


Please send me a copy of ‘Electrical Planning for 
the Modern Home"’—B-4760 








‘ 
é 
; 














DOUGLAS FIR PLYWOOD ASSOCIATION 
Tacoma 2, Washington (Good in USA Only) 


Please send me a free copy of the Plywood Built-ins Design 
Portfolio. 


Address... . 


City. 
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No Time to Hibernate 


OMETIMES WE BECOME so bogged down with disappoint- 

ments that we fail to see how a continued fight against Dolitical 
maneuverings might resolve itself in victory. That's essentially the 
case in our industry's long, hard fight against rent control. At first 
glance it seems the only reward we get for our efforts is extension 
after extension of controls. But let’s take another look. 


For nearly 10 years now, there has been blatant discrimination 
against rental property owners. While prices of other commodities 
and wages soared to preposterous heights, income from rental prop- 
erty remained essentially the same. And it’s no secret that rental 
income took a nose-dive along with the value of the dollar 


Meanwhile, the real estate industry was trying to get across the 
fact that rent control stimulates the scarcity of housing. All it got 
in return were catcalls about “lobbying,” a few token increases 
here and there, and extension of pro. 


Already the Senate Banking and Currency Committee has ap 
proved a 90-day extension of controls after March 31. Defense Mo- 
bilizer Wilson has approved a plan for a long-term rent bill which 
would authorize recontrol of all decontrolled areas, including new 
housing built since 1947 which is now exempt. The plan would 
cover non-farm commercial buildings for the first time and would 
eliminate the “local option.” Rents on presently controlled hous 
ing could not be rolled back, but owners of recontrolled dwellings 
could be forced to roll back rents to June 30 levels. 


To the real estate industry, this calls for renewed vigor. And it 
means that rental property owners who haven't been organized 
should put their shoulders to the wheel 


We have plenty of facts to back up what we've said about con 
trols stimulating an artificial scarcity of housing. But we need to 
shout those facts to the housetops. Los Angeles is a good case in 
point. The Los Angeles city fathers found that 2.7% of the city’s 
700,000 rental units were vacant and occupancy had dropped from 
3.1 persons in 1940 to 2.7 in 1950. They lifted rent ceilings, de 
spite Expediter Woods’ protests, and in January, the first full de 
control month, the Los Angeles Times carried nearly 10% more 
“for rent” ads than in previous months, Rents did go up an estimat 
ed 5% to 15%, hardly startling in the light of other commodity in 
creases. Many rental units came back on the market. Owners and 
managers ploughed back rent increases into modernization to pro 
tect their investments. The tingle of competition returned and va 
cancies were on the rise. 


Los Angeles is but one of scores of cities with similar patterns 
across the nation. The 1950 housing census shows, for example, 
that there are now 520.000 less rental dwelling units than in 1940, 
showing that controls have backfired. 


Since we lost our last fight against extension, many of us have 
been sitting by licking our wounds, indignant and righteous. But 
right now we'd better forget those wounds and get into the fray. 
Let’s help organize rental property owners into a strong organiza- 
tion to fight for the rights of private enterprise. Let’s take action in 
our own communities to tell the facts. Let's be sure our representa- 
tives know the truth. 


If all other commodities are controlled during this “emergency” 
period, perhaps we will have to shoulder continued rent regula 
tions. But we must make sure that those regulations are realistic 
in the face of 1951 conditions . . . not 1942. And we must lay the 
groundwork now so that rental property doesn’t remain in the 
economic rut after the “emergency” is over. 
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There’s little doubt about the kind of a home Mr. and Mrs. Public want. 
The popular vote is for the one-story version of the American ranch house. 
But they want it with contemporary styling . . . step-saving arrangement, 
large storage areas, open planning, attached garages, clean and straight 
lines. Here is a yardstick to buyers’ tastes, judged from reader response 
to home designs presented in four of the leading consumer publications 
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V R. and Mrs. Public may not 
L have as much choice in build- 
ing the home of their dreams this 
year, but they’re quite definite 
about the kind of home they like. 
It’s an overwhelming vote for the 
long, low, rambling lines of the 
modernized traditional. That is 
gauged by reader interest in home 
designs presented by four leading 
consumer magazines. 

The Journal asked the editors of 
these magazines to supply photo 
graphs and plans of the Abs that 
won the most reader approval last 
year. Here are the results 


Readers of Better Homes and 


Gardens gave a rousing vote to a 


compact one-story home of con 
temporary styling. Editors report- 
ed 10 times the number of inquir 
ies about this home than any they 
ever had published. One of the 
reasons is the unusual floor plan, 
designed so that every room except 
the kitchen opens onto a central 
hallway. The kitchen is only a 
utility-room-width away. 

Lines of the three-bedroom home 
are clean, straight, and simple. In 
the living room, for instance, a 
book-magazine case breaks up the 
expanse of smooth wall surface. 
Shadow boxes around the front 
door, and the decorative grill over 
the bathroom window make the 





house seem spacious, yet interest 
ing to the eye. 

The home, which is the maga 
zine’s Five Star Plan number 2001, 
has an L-shaped layout and a pro 
tected terrace with barbecue be 
tween garage and porch. Floor area 
is 1.074 square feet and overall di 
mensions are 66x61 feet. 

American Home readers ex 
pressed more interest in a cedar 
shingle ranch house, designed and 
built by Cy Williams, than any 
other design. This basementless 
home, built by Williams in Ros 
lyn, Long Island, for $12,500 ex 
cluding Ay has three bedrooms 
and a 29-foot living-dining room 
The outside walls are white paint 
ed brick and cedar shingles stained 
a soft gray. Boards and battens are 
trimmed in bright red 

Radiant heat in the home is fur 
nished by pipes in the floor slab 
The heater room also can be used 
for storage space. The home has 
three bedrooms and one and one 
half baths that can be divided by 
a door. The garage, connected to 
the house by a covered trellis, is 
wider than average to allow for 
more storage space. 

A “build it yourself” house was 
most popular with readers of 
McCall's. Based on a simple rec 
tangular plan, the two-bedroom 
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home’s principal materials are con 
crete block, redwood siding, and 
steel windows. Though designed 
for limited budgets by Hudson 
Jackson, the home has such luxury 
features as a 19-foot living room, 
large screen porch, and a kitchen 
with room enough for a laundry 

The house contains 830 square 
feet, 740 in the house, 90 in the 
porch. Walls are a light-weight ag 
gregate concrete block laid up to 
form a cavity wall and wood frame 
with four-inch vertical siding. The 
interior is dry wall. Coils in the 
floor slab provide for automatic 
radiant heating 

Favorite among readers of Good 
Housekeeping is a one-and-one 
half story, strawberry red Connec 
ticut cottage designed by Norris F 
Prentice. First floor of the house 
has a 22-foot-long living room wid 
ened by a 10-foot bay, a study that 
can double as a bedroom, lavatory, 
dining room, and kitchen 

The upper floor contains two 
bedrooms, Vighted by a long string 
dormer on the garden side, bath, 
and extra storage space over the 
kitchen and garage. The house 
wide basement playroom has a 
brick fireplace and can be reached 
conveniently by stairs inside and 
out. Excluding garage, the home 
has 18,500 cubic feet 





Se, — 
“Vewwa§tvecto™” 


By ARTHUR RUBLOFF 
Arthur Rubloff & Co. 
Chicago 


FTER 25 years of diligent effort 
and many trials and tribula 
tions, the percentage lease has be 
come an accepted and practical 
method of making leases with all 
types of business throughout the 
nation. All tenants engaged in one 
line of business or another can af 
ford to pay as rent a reasonable 
percentage of its total gross volume 
of business. In leasing a store on a 
percentage basis, a tenant pays the 
market rental as a Minimum guar 
antee against a percentage of its 
gross volume. It is definitely a 
partnership proposition if the 
tenant prospers, the landlord like 
wise benefits. 


99 


? 


Writing Today’s 


Percentage Leases 


While it’s important to obtain the current market rental for busi- 


ness property, it's even more important to obtain the proper per- 


centage. And obtaining that percentage means knowing merchan- 


dising as well as real estate, coupling the two with prudence and 


judgment. The successful negotiator must account for such vari- 


ables as volume, management, shopping convenience, market. The 


author tells how to gear percentage leases to today’s conditions 


On the other hand. if a tenant’s 
volume isn’t what it should be. the 
landlord finds himself in a position 
where he receives the minimum 
value of his premises, to the con 
trary notwithstanding the inevita 
ble increase in the cost of operation 
and real estate taxes. 

There are many factors involved 
in negotiating a percentage lease. 
The subject requires an under 
standing of merchandising values 
as well as the knowledge of real 
estate. All types of business obvi- 
ously cannot pay the same rate of 
percentage. It is therefore impor- 
tant that the real estate agent or 
landlord understand the merchan 
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dising background of the tenant so 
as to be able to determine what 
rate of percentage is fair and equi- 
table to all concerned. 

For the most part I find that 
major tenants have an established 
policy on the rate of percentage 
they can afford to pay. These rates 
are in accord with our thinking 
On the other hand we find some 
tenants who, regardless of fairness, 
attempt to negotiate a deal where 
the percentage isn’t fair. This is 
where a knowledge of the subject 
is so important. There is no reason 
why a given type of business should 
not pay the same rate of percent- 
age in any city. 
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In order to maintain a fairness 
in dealing with percentage rates, 
all tenants should be treated alike. 
As I have pointed out, there are 
many factors and exceptions, and 
here prudence and judgment on 
the part of the landlord or agent 
enter into the subject. 

For example, a drug chain store 
operation, having a conventional 
drug store can afford to pay 5 to 
7%, in my opinion, of its gross 
volume as rent against an agreed 
minimum guaranteed rental. Sup 
pose the same drug company were 
to open a self-service operation 
(which you will be confronted with 
more and more as time passes) 
where the volume of business is 
far in excess of that produced by 
the conventional type of store. but 
their margin of profit is consider 
ably The same _ percentage 
would then not apply. Perhaps in 
this case a percentage of 3 to 4% 
is justifiable and it would return 
rental equal to that of the con- 
ventional store, or even greater, 
dependent on the size of the unit 
and the location. This type of store 
might best be suited in a new shop- 
ping development with ample ron 
ing. Many of these types of devel 
opments are in operation, and 
many more are being contemplat 
ed... for example, a J. L. Hud 
son Company development in De 
troit and the Marshall Field con- 
templated development in Skokie. 
Illinois. 


ess. 


On the other hand, a drug store 
operated by an individual which 
doesn’t produce the volume of busi 
ness that might be expected of a 
chain, should pay a larger percent 
age. in my opinion 8-10% as com 
pared to 5-7% for the chain 

Another case in point might be 
a high grade operation of women’s 
shoes. wearing apparei or specialty 
— which can afford to pay a 
higher percentage because of a 
higher markup, than perhaps a 
chain store selling a popular priced 
line of merchandise at a smaller 
profit and in a much larger vol 
ume. 

Another comparison for the con 
sideration of our readers is as fol 
lows: Assuming an owner control 
led a large frontage of property in 
a top location. Because of its high 
powered traffic count, the location 
would easily warrant two variety 
stores, or two of any other similar 
types of merchandising operations. 
A particular tenant. however, in 
sists and desires an exclusive right 
of operation for the entire frontage 
or parcel of property. The land 
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lord might consider this proposal 
if the tenant would be willing to 
pay say 10% for this exclusive 
privilege, although the going rate 
is say 6%. Sealeabees. however, 
are a dangerous vehicle. Many ma 
jor tenants insist on exclusives re 
gardless of the area or the size of 
the parcel of property involved, 
which I believe is to their own 
detriment. Competition is the spice 
of all things, and the more business 
in a location, the higher the traffic 
count, the more people, and the 
higher the volume, all resulting in 
higher sales. 

Therefore, if exclusives are a 
“must” a tenant should pay for it. 

My experience has proven that 
while it 1s very important to ob 
tain the current market rental on 
a given location, it is even more 
important to obtain the proper per- 
centage. All chain store operations 
as well as many individual opera 
tions are geared to do the maxi 
mum volume of .business. They 
strive and extend themselves in 
every way and manner possible as 
a general rule to do the highest 
volume possible. The landlord, 
therefore, is making a bet that a 
strong company which is anxious 
and willing to produce the largest 
volume of businss will accomplish 
that result. It follows, therefore. 
that prudent judgment should be 
used in selecting the right type of 
tenant. 

In this respect management has 
to do with the success of all things 

whether it be merchandise or 
any other type of business. The 
owner or real estate agent should 
be qualified through experience or 
knowledge to know what type of 
management a tenant has in back 
of its company and what their re¢ 
ord for producing volume is. 

I have seen two top merchan 
dising firms situated alongside of 
one another, in a given location, 
one enjoying the maximum vol 
ume of business and the other fail 
ing to meet any standard of expec 
tation. Suffice it to say. therefore, 
there is more to percentage leases 
than one may think. 

I have found some firms which 
are notorious for attempting to ne 
gotiate a deal in which the per- 
centage is meaningless. I have seen 
the trend of merchandising change 
to where store units that were ade 
quate for business 10-20 years ago. 
are today entirely inadequate and 
impractical. Take for instance a 
grocery business. Today practical 
ly without exception the grocery 
chains think only of super markets 
A decade or two ago a grocery 
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store was situated in a 25x100-foot 
space and paid a percentage as high 
as 5% on its ne Today they 
will pay only 1%, but we have 
tonsil the 1% is equivalent to the 
5%, previously paid. The 25x100- 
foot store might have produced a 
volume of $200,000. The super 
market easily produces a volume 
of $1 million to $2 million per year. 

The same applies to the drug 
business. In some parts of the coun 
try drug stores occupy as much as 
25.000 square feet of space as com 
pared to the original operation of 
a decade or two ago, where 30 or 
40 feet of frontage by 80 or 100 
feet of depth was adequate. Like 
wise, the soft goods line, children’s 
wear, millinery, and some even 
have departments letting conces 
sions to shoe departments, beauty 
parlor operations, etc. 

In conclusion, in my opinion 
parking is beginning to « —_ the 
whole pattern of merchandising, 
except perhaps your downtown re 
tail locations where parking is a 
real problem. While there will al 
ways be a downtown retail loca 
tion in any metropolitan city of 
any size, the outlying business sec 
tions could change very rapidly 
because of the lack of parking 

Parking is fast becoming the 
fundamental keynote to the volume 
of business a tenant will generate, 
establishing the fact that the con 
venience of shopping with ample 
parking is something with which 
we must reckon. In this respect, 
proper percentage rates will play 
a very important part of a real es 
tate investment 


Shelf-Door Wardrobe 


NEW prize-winning plan for a 

built-in wardrobe that can be 
easily adapted to many uses might 
be just the sales-clincher a builder 
wants to help merchandise his 
homes. The inexpensive aid to bet 
ter living concentrates clothes and 
accessories in a simple fir plywood 
storage unit that can easily be pre 
fabricated 
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From out-dated residence to handsome offices . . . 


Modernization Turns the Trick 


A client with funds, realized from the liquidation of a business, 
was shown the investment opportunity in remodeling an old resi- 
dence into an office building. From 12 years personal knowledge, 
a St. Lovis property manager knew the spot... literally “in the 
center of things” in mid-town St. Louis. By reconstructing practically 
everything but the sturdy “‘shell’’ of a dilapidated residence, the 
building was converted into rentable commercial space with air 
conditioned offices, readily accessible for customers and tenants 


DESIRE to create an invest 
FX ment for a client, and to house 
many desirable tenants seeking 


D’Oench knew the value of this 
location through personal ——s 
ence. Although this area has been 


first class office space in a prom 
inent location, led Realtor Ralph 
D’Oench of St. Louis to undertake 
a modernization project that many 
thought alien .. . but that 
D’Oench knew could be done. 

The location he had chosen was 
on Lindell Boulevard, one of the 
city’s main thoroughfares, and 
within 15 minutes’ drive from any 
spot in St. Louis, with the excep 
tion of the extreme north and south 
sections of the city. 


24 


zoned for business purposes since 
1924, little commercial develop 
ment was done until the °30’s 
Since then, D’Oench has been in 
strumental in both constructing 
and remodeling many of the build 
ings now used for commercial pur 
poses. 

So they went ahead with this 
modernization plan, converting a 
drab, rapidly deteriorating, old 
residence into 6300 square feet of 
modern. air conditioned office 
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space. The upper two and one-half 
floors of 4710 square feet are occu- 
pied by six companies, including 
two engineering firms, a food 
broker, and credit company. 

There were so many good pros 
pects for this office space, it was de 
cided to remodel the basement. too 
One suite was rented to The Book- 
keeping Service Company. Two 
other tenants for whom there was 
not adequate space, were accommo 
dated by giving them the D’Oench 
Company offices, and then the D’- 
Oench Company moved into the re- 
maining area of 1250 square feet in 
the basement, which is now called 
the “ground floor.” 

Coupled with the advantage of a 
congestion-free location is the fact 
that properties in this area have ex 
ceptionally deep lots . . . approxi 
mately 214 feet deep. This permits 
both development of the front of 
the property and also rear parking 
facilities, with access from a 20 
foot paved alley. 

The 50-plus year-old “mansion” 
was carefully examined and found 
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It was a foreboding two-story residence (opposite page) before con 
version into attractive offices. Twin, oversized front porches were 
replaced with a narrow, building-wide porch with ornamental iron 
railings. Second floor bay windows were removed, interior complete 
ly altered, air conditioning installed 


Hardly recognizable as a once unsightly basement room, D’Oench's 
office shows the results of modernization (above right). Ceiling air 
conditioning inlets and heat convectors assure year-round comfort 


Rather than attempt salvage of this old coal-fired, vapor steam boil 
er (left) a new system was installed. Separate controls permit 
regulation of heat for each of the rooms with convectors. Compact 
installation leaves space in the small room for an air conditioning 


BEFORE 


to be structurally sound. There 
was some doubt about the exact 
age of the building but an old 
newspaper found in the debris, and 
assumed to have been left by one 
of the original workmen, carried 
the date 1898. 

The interior had to be entirely 
reconstructed and the foreboding 
appearance of the exterior com- 
pletely altered. 

A 10 foot building-wide porch 
with ornamental iron railings re 
placed the old twin, crunelnal con 
crete porches, and two stained- 
glass bay window sections on the 
second floor were removed. The 
brick exterior was painted white 
and green shutters were installed 
on second floor windows to relieve 
a blank wall appearance. The 
arched first floor window installa- 
tions were retained. 

An extra wide entryway flanked 
by Crab Orchard stone retaining 
walls leads to the basement and 
—_ floor offices. Evergreens were 
planted on the building site to add 
attractiveness to the front 
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system and miscellaneous storage 


Startling modernization changes 
were made in the interior of the 
building. 

The inside of all exterior walls 
were furred with Sheetrock. Then 


a factory-white finish planking 
was applied over the Sheetrock. 
The ceilings are Acousti-Celotex 
throughout except in the basement 
where U. S. Gypsum’s Sabinite 
was applied. 

A basement furnace room, con 
taining mostly dank rubbish heaps, 
was remodeled into a comfortable 
office for a vice president of the 
D’Oench Organization. 

The duct-type air conditioning 
system with air handling units in 
the washrooms on the first and sec 
ond floors and a 15-ton Schnacke 
compressor installed in the base 
ment cools the first, second and 
third floors. The basement has a 
three-ton Worthington air condi 
tioning unit with direct outside air 
intake for complete ventilation. 

D’Oench says that convectors in 
the basement can be turned off 
most of the time since the hot wa- 
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above left 


ter pipes running through the floor 
slab to the convectors provide 
enough radiant heat to keep the 
basement comfortable. 

Although an old vapor steam 
boiler on a gravity warm air fur 
nace might have been salvaged in 
the conversion, it was decided that 
a complete new circulating hot wa 
ter system would prove more satis 
factory in the long run. The new 
system installed was a twin-instal 
lation of Janitrol Triple Service 
units, permitting separate control 
of heat for each of the rooms pro 
vided with convectors 

Based on cost experience com 
mon to old plants, is was estimated 
that the new heating costs would 
run about $840 per year. Gas bills 
for heating the first 12 months of 
operation, have been only $429.13 

Thus a program of reconstruc 
tion of an old residence, conceived 
and executed by a property man 
ager produced a productive invest 
ment in the form of an air condi 
tioned office building with adjacent 
free parking for 20 automobiles 





Compare Your Advertising Practices 


By ROGER C. PERRY 
Department of Marketing 
and Management 
University of North Dakota 


T WASN’T difficult to sell a 
property in the immediate post 
war period if you had the mer 
cnaalien. And consequently, many 
real estate brokers didn’t feel it 
was essential to have a well-plan 
ned advertising program. But in 
1949 and 1950, the market chang 
ed. Buyers became more discrimi 
nating. I wanted to find out how 
brokers were handling their adver 
tising to meet this change, so I de 
cided to make a study in late 1950 
I selected a representative state 
Ohio. I interviewed 148 real 
estate brokers of seven different 
classifications: general. residential 
those who did most of their busi 
ness in the ranges of under $7.500, 
$7.500 to $12.500, and over $12. 
500); rural; industrial; 
cial, and other 

Brokers were asked such ques 
tions as what percentage of gross 
commissions is spent for advertis 
ing; what appeals they use; what 
media they find most effective, and 
each was asked to enlarge on his 
advertising experiences if he 
wished. 

One hundred and_ thirty-four 
brokers answered the question on 
percentage of commissions 
spent for advertising (results shown 
in the table on this page). The over 


commer 


gross 


What percentage of gross commissions do you spend for advertis- 


ing? What appeals do you use? How do you plan your advertising 


program? To answer such questions as these, the author interview- 


ed 148 representative Ohio real estate brokers. The answers, chart- 


ed by broker classification, may help you gauge your advertising 


all average (arithmetic mean) o! 
the actual figures given is 10.6%. 
General brokers spend 10.1%: 
low-price residential brokers spend 
17%; medium-price _ residential 
brokers spend 12.2%; high-price 
residential brokers spend 11.9%; 
commercial brokers spend 9.2%; 
industrial brokers spend 4.6% ; and 
unclassified brokers spend an aver 
age of 9.4%. 

The range of percentages of 
gross commissions spent for adver 
tising is 0.5% to 30%. However, 
35.2% of all brokers spend be 
tween 5% and 9%, and 28.1% 
spend between 10% and 14%. 
These figures show that the mean 
percentage is also very close to be 
ing the model figure of 10%. since 
63.3% spend percentages immedi 
ately around that figure 

Industrial brokers spend less as 
a group than do others. One brok 
er explained it this way: “I don't 
deal with home buyers. I deal with 
businessmen who are not so nu 
merous. I make three to five sales 
per year. There is no media I can 
use to effectively reach the small 
uumber of buyers and sellers with 
whom I deal. Therefore. persona! 
contact is very important, and my 
advertising expenditures are bound 
to be low. 


Use of Selected Advertising Appeals 


First 
Type of Appeal 
Value of Home Ownership 
Location of Property 
Newness of Property 
Home Efficiency 
Opportune Time to Buy 
Near Schools 
Near Transportation 
Near Shopping Center 
New Community Development 
Price 
Financing 
Method of Construction 
Church District 
Other Appeals 
Total 


Source: 


20 


Choice 
8 


Vumber 
Second Third 
Choice Choice 

6 


Percent 
First 


Choice 
» 


Second Third 
Choice Choice 
1.4 4.3 
22.0 9.2 
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1.4 
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Real Estate Advertising Practices Questionnaire 
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One residential broker, who 
deals in low-priced properties in 
Cleveland, said, “I spend approxi 
mately 25% of my gross commis 
sions for advertising. Volume is 
the secret of my success. To main 
tain volume, I must do a great deal 
of advertising to keep my name 
and my properties before the pub 
lic.” 

A commercial broker said, “I 
spend only .5% of my commis 
sions for advertising. This is for an 
ad I put in a real estate directory 
My problem is to know the buyers 
and sellers with whom I deal. 
There are too few to do any effec 
tive advertising.” 

The table on the opposite page 
illustrates the various types of ad 
vertising appeals used by all clas 
sifications of brokers. The brokers 
were given a list of 13 appeals and 
were asked to check those which 
proved most effective, and second 
and third most effective. Winner 
by far with all brokers is the ap 
peal of location. This is not diffi 
cult to understand. Home buyers 
are vitally interested in the loca 
tion and commercial and industri 
al buyers are vitally affected by 
location. 

The appeal of price is second 
most important. One _ residential 
broker made this typical com 
ment: “I experimented for years 
to find out just how important the 
mention of price is in an ad. I kept 
tab on the results, and found my 
job a great deal easier when I 
mentioned price. It keeps disinter 
ested parties from wasting my time 
and theirs. It narrows down the 
field of inquirers, and makes the 
prospect think I am an_ honest 
dealer. Many buyers have told me 
they were attracted because the 
price was in the ad.” 

Financing is the third most im 
portant appeal. This is easy to be 
lieve in these days of inflated val 
ues when nearly all property buy 
ers must use some sort of financing 
to buy any type of property. 
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When the use of various adver 
tising appeals is broken down into 
the two classifications (residential 
and non-residential brokers), with 
little exception the most popular 
appeals are the same for both types 
of broker. This seems to prove that 
buyers of any type of property are 
subject to the same emotions and 
rational behavior. Averages cannot 
tell a complete story, however. An 
instance is a comment of a Cleve- 
land broker: “I deal in a section 
or ag oenengy of one religious 

aith. I have found that mention 
of church district is the most im 
portant appeal to my clientele.” 

A Cincinnati broker dealing in 
higher-priced homes uses the news- 
paper as his primary advertising 
medium. He estimates that 75% 
of his advertising budget goes into 
regular and display classified news- 
paper advertising, with emphasis 
on the latter. He spends 10% of 
gross commissions on advertising. 

Working only from exclusive 
listings, he can plan a complete ad 
vertising program for each proper 
ty. After he gets a listing. he goes 
to the property with his advertis- 
ing man. They have pictures tak- 
en from the best angle, but use 
only the best. They set the picture 
in a one or two column advertise 
ment, which is surrounded by a 
distinctive border. The photograph 
is always above the copy, and be- 
low the copy is always a logotype. 
Location is always mentioned in 
every ad, and sometimes price is 
included. 

Then, this broker looks into his 
book of prospects. If he has any 
prospects on his active list, looking 
for the type of property he has to 
sell, he sends a picture and word 
description of the property to the 
prospect before calling on him 
Two days later, he calls the pros 
pect, telling him others are inter 
ested in the property, but that he 
knows the prospect also in inter- 
ested. He arranges for one of the 
salesmen to show the house to that 
particular prospect, as well as any 
who called from the newspaper 
advertisement. 

If the first ad in the paper and 
the prospect list yield no buyers. 
the property is advertised again, 
in the same newspaper. The calls 
from the ad are recorded, for these 
help to make up the prospect list. 
If the house is not sold after five 
insertions, he pulls the ad from 
the paper, and inserts it in an 
other. His belief is that if one prop 
erty is seen too often in the same 
newspaper, people will believe the 
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house is unsellable, and shy away 
from it. Meanwhile, the broker is 
sending out pictures of the proper- 
ty to a dozen or more names on 
his prospect list. 

When the house is finally sold, 
this broker finds the names of the 
near neighbors to the new buyers. 
He sends each one a note on an 
engraved card, telling them the 
name of the new neighbor (the 
buyer of the house) and asks the 
present residents to treat the new 
neighbor with courtesy, and to call 
on them soon after they are moved. 

At Christmas, the broker sends 
Christmas cards to those who have 
bought from him. All this follow 
through pays off in handsome div 
idends, according to the respond 
ent. His prospect list always is be 
ing added to by satisfied clients, 
neighbors who have received cards, 
and others who come into contact 
with him during sales. In addition, 
this broker uses signs in front of 
properties, various directories, and 
outdoor advertising. 

A Cleveland broker dealing in 
medium-priced homes says he 
spends about 20% of his gross 
commissions for advertising, 75% 
of which goes for newspaper ad 
vertising. He does not use a great 
deal of display advertising, for 
“the price range in which we deal 
does not include houses which pho 
tograph well.” The ad manager 
visits the property and picks out 
the five foremost features of the 
house. They put a sign in front of 
the property if such action is pos 


sible. Then, they run the same ad 
vertisement in three newspapers, 
two downtown papers and a neigh- 
borhood paper. The advertisements 
have carried a distinctive border 
and logotype for many years. The 
ads are usually one column, with 
a twelve-point headline of one or 
two words, and 12 to 14 lines deep 

The particular property being 
sold dictates the points which will 
be stressed in the ad. This broker 
works mainly in one area of Cleve 
land which is predominantly of 
one religious faith, and the church 
district always is stressed. Price 
and financing terms always are 
stated clearly in the ad. This brok 
er also believes that the mention 
of price keeps inquiries down to 
the number who actually are in 
terested 

He keeps a prospect list, but 
does not lean too heavily on it. He 
expects to sell properties with each 
advertisement. When prospects en 
ter his office. he showers them with 
“gadget” advertising. Free yard 
sticks, sticks of gum, calendars. 
blotters, pencils, baby rattles (to 
keep babies quiet during negotia 
tion or sales talk), and many other 
novelties which have the firm name 
printed on them. He has found 
that prospects and buyers keep 
these novelties. and when they are 
ready to buy or tell a friend about 
a broker, the novelties help them 
to remember his name and loca 
tion. He is firmly convinced that 
each of these novelty advertise 
ments pays its own way 


Percentages of Gross Commissions Spent for Advertising 
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General 9 
Residential 

(Under $7500) 0 
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Commercial ] 
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Compare Your Advertising Practices 


By ROGER C. PERRY 
Department of Marketing 
and Management 
University of North Dakota 


T WASN'T difficult to sell a 
property in the immediate post 
war period if you had the mer 
duniien, And consequently, many 
real estate brokers didn’t feel it 
was essential to have a well-plan 
ned advertising program. But in 
1949 and 1950, the market chang 
ed. Buyers became more discrimi 
nating. I wanted to find out how 
brokers were handling their adver 
tising to meet this change. so I de 
cided to make a study in late 1950 
I selected a representative state 
Ohio. I interviewed 148 real 
estate brokers of seven different 
classifications: general. residential 
those who did most of their busi 
ness in the ranges of under $7,500, 
$7,500 to $12.500, and over S12, 
500); rural; industrial: com'mer 
cial, and other 

Brokers were asked such ques 
tions as what percentage of gross 
commissions is spent for advertis 
ing; what vat they use; what 
media they find most effective. and 
each was asked to enlarge on his 
advertising experiences if he 
wished. 

One hundred and _ thirty-four 
brokers answered the question on 
percentage of gross commissions 
spent for advertising (results shown 
in the table on this page ). The over- 


What percentage of gross commissions do you spend for advertis- 


ing? What appeals do you use? How do you plan your advertising 


program? To answer such questions as these, the author interview- 


ed 148 representative Ohio real estate brokers. The answers, chart- 


ed by broker classification, may help you gauge your advertising 


all average (arithmetic mean) of 
the actual figures given is 10.6%. 
General brokers spend 10.1%: 
low-price residential brokers spend 
17%; medium-price residential 
brokers spend 12.2%; high-price 
residential brokers spend 11.9%: 
commercial brokers spend 9.2%; 
industrial brokers spend 4.6% ; and 
unclassified brokers spend an aver 
age of 9.4% 

The range of percentages of 
gross commissions spent for adver 
tising is 0.5% to 30%. However, 
35.2% of all brokers spend be 
tween 5% and 9%, and 28.1% 
spend between 10% and 14%. 
These figures show that the mean 
percentage is also very close to be 
ing the model figure of 10%, since 
63.3% spend percentages immedi 
ately around that figure. 

Industrial brokers spend less as 
a group than do others. One brok 
er explained it this way: “I don't 
deal with home buyers. I deal with 
businessmen who are not so nu 
merous. I make three to five sales 
per year. There is no media I can 
use to effectively reach the small 
number of buyers and sellers with 
whom I deal. Therefore. personal 
contact is very important, and my 
advertising expenditures are bound 
to be low.’ 


Use of Selected Advertising Appeals 


First 


Choice Choice Choice 
9 


lype of Appeal 
Value of Home Ownership 
Location of Property 
Newness of Property 
Home Efficiency 
Opportune Time to Buy 
Near Schools 
Near Transportation 
Near Shopping Center 

ew Community Development 
Price 
Financing 
Method of Construction 
Church District 
Other Appeals 
Total 


Source 


26 
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Second Third First Second Third 
Choice Choice 
2 6 yA J 4.3 
1: é 22.0 9.2 
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One _ residential broker. who 
deals in low-priced properties in 
Cleveland, said, “I spend approxi 
mately 25% of my gross commis 
sions for advertising. Volume is 
the secret of my success. To main 
tain volume, I must do a great deal 
of advertising to keep my name 
and my properties before the pub 
lic.” 

A commercial broker said, “I 
spend only .5% of my commis 
sions for advertising. This is for an 
ad I put in a real estate directory. 
My problem is to know the buyers 
and sellers with whom I deal 
There are too few to do any effec 
tive advertising.” 

The table on the opposite page 
illustrates the various types of ad 
vertising appeals used by all clas 
sifications of brokers. The brokers 
were given a list of 13 appeals and 
were asked to check those which 
proved most effective, and second 
and third most effective. Winner 
by far with all brokers is the ap 
peal of location. This is not diffi 
cult to understand. Home buyers 
are vitally interested in the loca 
tion and commercial and industri 
al buyers are vitally affected by 
location 

The appeal of price is second 
most important. One residential 
broker made this typical com 
ment: “I experimented for years 
to find out just how important the 
mention of price is in an ad. I kept 
tab on the results. and found my 
job a great dea! easier when | 
mentioned price. It keeps disinter 
ested parties from wasting my time 
and theirs. It narrows down the 
field of inquirers, and makes the 
prospect think I am an_ honest 
dealer. Many buyers have told me 
they were attracted the 
price was in the ad.” 

Financing is the third most im 
portant appeal. This is easy to be 
lieve in these days of inflated val 
ues when nearly all property buy 
ers must use some sort of financing 
to buy any type of property. 


because 


,ND BuILpING JouRNaI! 





When the use of various adver 
tising appeals is broken down into 
the two classifications (residential 
and non-residential brokers), with 
little exception the most popular 
appeals are the same for both types 
of broker. This seems to prove that 
buyers of any type of property are 
subject to the same emotions and 
rational behavior. Averages cannot 
tell a complete story, however. An 
instance is a comment of a Cleve- 
land broker: “I deal in a section 
pomnnenty of one religious 

aith. I have found that mention 
of church district is the most im 
portant appeal to my clientele.” 

A Cincinnati broker dealing in 
higher-priced homes uses the news- 
paper as his primary advertising 
medium. He estimates that 75% 
of his advertising budget goes into 
regular and display classified news 
paper advertising, with emphasis 
on the latter. He spends 10% of 
gross commissions on advertising. 

Working only from exclusive 
listings, he can plan a complete ad 
vertising program for each proper 
ty. After he gets a listing, he goes 
to the property with his advertis 
ing man. They have pictures tak 
en from the best angle, but use 
only the best. They set the picture 
in a one or two column advertise 
ment, which is surrounded by a 
distinctive border. The photograph 
is always above the copy, and be- 
low the copy is always a logotype. 
Location is always mentioned in 
every ad, and sometimes price is 
included. 

Then, this broker looks into his 
book of prospects. If he has any 
prospects on his active list, looking 
for the type of property he has to 
sell, he sends a picture and word 
description of the property to the 
prospect before calling on him 
Two days later, he calls the pros 
pect, telling him others are inter 
ested in the property, but that he 
knows the prospect also in inter- 
ested. He arranges for one of the 
salesmen to show the house to that 
particular prospect, as well as any 
who called from the newspaper 
advertisement. 

If the first ad in the paper and 
the prospect list yield no buyers, 
the property is advertised again. 
in the same newspaper. The calls 
from the ad are recorded, for these 
help to make up the prospect list. 
If the house is not sold after five 
insertions, he pulls the ad from 
the paper, onl inserts it in an 
other. His belief is that if one prop 
erty is seen too often in the same 
newspaper, people will believe the 
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house is unsellable, and shy away 
from it. Meanwhile, the broker is 
sending out pictures of the proper 
ty to a dozen or more names on 
his prospect list. 

When the house is finally sold, 
this broker finds the names of the 
near neighbors to the new buyers. 
He sends each one a note on an 
engraved card, telling them the 
name of the new neighbor (the 
buyer of the house) and asks the 
present residents to treat the new 
neighbor with courtesy, and to call 
on them soon after they are moved. 

At Christmas, the broker sends 
Christmas cards to those who have 
bought from him. All this follow 
through pays off in handsome div 
idends, according to the respond 
ent. His prospect list always is be 
ing added to by satisfied clients. 
neighbors who have received cards, 
and others who come into contact 
with him during sales. In addition, 
this broker uses signs in front of 
properties, various directories, and 
outdoor advertising. 

A Cleveland broker dealing in 
medium-priced homes says he 
spends about 20% of his gross 
commissions for advertising, 75%, 
of which goes for newspaper ad 
vertising. He does not use a great 
deal of display advertising, for 
“the price range in which we deal 
does not include houses which pho 
tograph well.” The ad manager 
visits the property and picks out 
the five foremost features of the 
house. They put a sign in front of 
the property if such action is pos 


sible. Then, they run the same ad 
vertisement in three newspapers, 
two downtown papers and a neigh- 
borhood paper. The advertisements 
have carried a distinctive border 
and logotype for many years. The 
ads are usually one column, with 
a twelve-point headline of one or 
two words, and 12 to 14 lines deep 

The particular property being 
sold dictates the points which will 
be stressed in the ad. This broker 
works mainly in one area of Cleve 
land which is predominantly of 
one religious faith, and the church 
district always is stressed. Price 
and financing terms always are 
stated clearly in the ad. This brok 
er also believes that the mention 
of price keeps inquiries down to 
the number who actually are in 
terested 

He keeps a prospect list, but 
does not lean too heavily on it. He 
expects to sell properties with each 
advertisement. When prospects en 
ter his office. he showers them with 
“gadget” advertising. Free yard 
sticks, sticks of gum, calendars. 
blotters, pencils, baby rattles (to 
keep babies quiet during negotia 
tion or sales talk). and many other 
novelties which have the firm name 
printed on them. He has found 
that prospects and buyers keep 
these novelties, and when they are 
ready to buy or tell a friend about 
a broker, the novelties help them 
to remember his name and loca 
tion. He is firmly convinced that 
each of these novelty advertise 
ments pays its own way 


Percentages of Gross Commissions Spent for Advertising 
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General 
Residential 
(Under $7500. 
Residential 
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Residential 
(Over $12,500) 
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What are the facts about . . . 


Warm Air Winter Air Conditioning 


By RANDALL A. NELSON 


National Warm Air Heating and 
Alr Condition! in aa 





Most home buyers want a maximum of indoor home comforts . . . 


and this usually means they want year-round air conditioning. In- 


stallation costs of a complete system are often too high for the 


majority of purchasers but by installing a winter conditioning sys- 


tem a buyer has installed the necessary duct work for future addi- 


tion of a summer cooling unit. In this article, the author gives 


salient facts about different systems and how they can be used 


IR CONDITIONING has been called the “simul- 
fA taneous control of all, or at least the first three, of 
those factors affecting both the physical and chemi- 
cal conditions of the atmosphere within any struc- 
ture.” These factors include temperature, humidity, 
motion, distribution, dust, bacteria, odors, and toxic 
gases, most of which affect in greater or lesser degree 
human health or comfort. 

A warm air conditioning system is designed to con- 
trol wintertime indoor air temperatures, humidity, 
motion or air circulation, distribution, and dust filtra- 
tion. It is now possible for the owner of a winter air 
conditioning system to obtain accessory equipment 
that will control bacteria and odors. 

The design principle around which the system is 
built pi th greatly to economy of operation. In 
a warm air system, heat is delivered directly to the 
rooms of a house without having first to be transfer 
red to some other media of heat transmission. This 
method helps reduce possible heat losses. 

A warm air system is extremely flexible both in 
heat distribution possibilities as well as in response to 
precision control action. With regard to this latter 
feature, the system is less likely to overheat, particu- 
larly during spring and fall seasons when rapid 
changes in outside temperatures may create erratic 
“on” and “off” demands for heat. 

The increased availability of the so-called “auto 
matic” fuels — oil and gas — makes complete auto- 
matic operation of the heating system possible. 

The fortunate combination of warm air’s flexibility 
as a heating medium plus the basic comfort of warm 
air equipment designs has made it possible to com 
fortably winter air condition any residential struc 
ture regardless of size, design, or construction. To 
fully appreciate these features it is necessary to have 
a fundamental understanding of what makes the sys 
tem work. 

Essentially a winter air conditioning system is 
made up of two major components . . . a heating unit 
and a distribution system. In each of these major 
components there are several sub-elements which are 
all important to the efficiency and comfort-producing 
effectiveness of the entire system. 

The heating unit. or furnace, has assembled within 


the furnace casing a fuel burner to provide the heat 
and a heat exchanger around which the air may flow 
and assimilate the heat generated by the burner. 

It also has an electrically driven blower to provide 
a positive motivating pressure behind the air flow 
through the furnace system, a set of filters to remove 
the dust and dirt particles from the circulating air, 
and a humidifier to add moisture to the heated air as 
it leaves the furnace. 

The heating unit is generally controlled by a room 
thermostat which acts as the regulating brain in keep 
ing the unit operating in conformance with the de 
sired temperature values selected for the house. Ad 
ditional thermostatic devices located in the bonnet of 
the furnace control blower operation and provide a 
safety “shut down” control to prevent overheating. 

The distribution system is made up of duct work 
which returns the room air and ventilation to the 
heating unit and supplies conditioned air from the 
unit to the rooms. is aaa in this system are return 
air intakes through which the air passes on its way 
back to the heating unit for conditioning, warm air 
registers which distribute and diffuse the air in the 
rooms being heated, and volume dampers located in 
ducts and registers to regulate the quantity of air be 
ing moved through the various segments of the sys- 
tem. 

The purpose of the winter air conditioning system 
is to establish a continuous, although imperceptible, 
circuit of air movement throughout a house. Room 
air is returned to the furnace where it is revivified 
with a small percentage of fresh air piped in directly 
from outside the house, filtered, heated and humidi- 
fied, and then directed back into the rooms again . . . 
this process being repeated continuously throughout 
the entire heating season. In this manner, all of the 
air within a house is influenced by the conditioning 
apparatus and kept constantly at the comfort point. 

Since air circulation is mechanically maintained by 
a blower, the furnace may be located in any part of 
a house. If the house is equipped with a basement, 
this location for the furnace is both desirable and 
efficient. 

But the basement no longer need be a “must” loca 
tion for the furnace. Modern furnace design methods 
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have made it possible to stow the heating unit in 
many out-of-the-way locations . . . such as attic, clos- 
et, utility room, or crawl space. 

The flexibility in conforming with the structural 
allowances or limitations of a house is demonstrated 
in the system application as well as in the furnace 
location. 

The conventional approach in designing a winter 
air conditioning system for the house with a base- 
ment is to use the convection method. By this means 
heat is “conveyed” into each room by the warmed air 
entering the room through the warm air registers. 
Generally, these registers are located on inside walls, 
either in or just above the baseboard or high up on 
the wall within a foot of the ceiling. 

The high sidewall register location was developed 
to make for easier furniture placement by the house- 
wife. However, regardless of register location, it is 
highly desirable that proper diffusion-type registers 
be used so as not to subject anyone in the room to di 
rect currents of air emanating from the registers. 

Return air facilities in the conventional winter air 
conditioning system design are generally located 
along mwas 4 walls near or under large windows. The 
object is to collect the cooler return air from the out- 
side walls and windows and get it back to the heat- 
ing unit for reheating. 

For the best results, return air facilities are general- 
ly recommended for every room except the bathroom 
and kitchen. It should always be borne in mind that 
the system operates on a circuit principle and that 
any room which is not furnished with both the warm 
air and return air side of the circuit can provide heat- 
ing problems. 

In the panel or radiant method of heating, ceiling 
panels can be created in each room by building an 
air chamber over a suspended ceiling in each room. 
Warm air is caused to flow back and forth through 
this chamber by means of guiding baffles. Heat from 
the warm air is transmitted to the ceiling surface 
which, in turn, radiates the heat to the room below. 

Floor panel heating can be accomplished in much 
the same manner, either by creating an air chamber 
in the floor through which the warm air can be guid- 
ed back and forth by means of brick baffles or by 
using hollow glazed floor tile as the air guides. Another 
method is to establish a grid of small diameter ducts 
embedded in concrete in such a manner as to create 
a continuous circuit from the warm air side of the 
furnace to the return air side. 

This system operates on what is termed a “closed” 
system principle . no air from the system is ad 
mitted directly into the rooms being heated. As such, 
they cannot be truly identified as winter air condi- 
tioning systems since the elements of room air circu- 
lation, humidification, and filtration are not provided 
for. Hence the heating unit need not be anytal with 
filters or a humidifier. 

More recent winter air conditioning applications, 
particularly in basement homes, combine radiant 
and convection methods to produce indoor comfort. 
Most of these center sauna what is called “warm 
air perimeter” heating. This means that the warm 
air 1s introduced directly into the rooms at the outer 
perimeter of the house from registers located under 
neath the windows. 

The theory behind this type of heating is directly 
counter to the applicational principles followed in de- 
signing the conventional type of winter air condition- 
ing system. Yet tests show that the overall even tem- 


In this home’s warm air ceiling panel system, warm air flows 
back and forth in air chamber built in ceiling of room. Ceiling 
surface radiates heat to room below 


Here a workman is shown assembling a loop distribution type 
of perimeter system. Outer loop supplies warm air to registers 
located under windows 


In the “hub and spokes” radiant system, warm air distribution 
plenum serves as the hub and supply ducts radiate out in spoke 
fashion. Furnace will be located over distribution plenum 
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Furnace can be located in attic where space is at a premium 
Warm air is ducted down to distribution plenum where it can 
be directed to all rooms through a perimeter system 
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This isometric design of a winter air conditioning system shows 
air paths to and from furnace. Secret of the system's operation 
is continuous flow of air from furnace to rooms and return 


Space-saving designs for warm air heating show how units may 
be placed in closet (left), attic (upper right), or crawl space 
under the house (lower right) 


peratures and complete comfort results being enjoyed 
with warm air perimeter heating give ample credence 
to the soundness of its design principle. 

Perimeter heating is based on the fact that the 
greatest heat losing areas of any house are the outer 
walls and windows . . . windows with their high inci- 
dence of heat loss being the prime heat loss offenders. 
From 69 to 79% of the heat loss from a house escapes 
from the windows and outer walls. 

As a result of the quick rate at which these areas 
lose heat, room air in contact with these areas cools 
rapidly and drops to the floor to pool out in ankle 
chilling drafts. 

An idea of the seriousness of this condition can be 
gained from the fact that tests made of the rate of 
this cascade of cold air falling to the floor from win- 
dow areas have clocked air velocities up to 200 feet per 
minute. By counter-acting this cold air waterfall, floor 
drafts are stopped at their source. 

Perimeter heating systems were originated in base- 
mentless homes built on concrete floor slabs. Heated 
air from the furnace is delivered to a duct system im- 
bedded in the concrete and transferred to the warm 
air registers under the windows 

Several system designs may be used, the two most 
important are the “radial distribution” and the “loop 
distribution” types. 

The radial distribution ty pe of perimeter heating is 
the most practical and economical for use in the small 
house built on a concrete slab. Here the system re- 
sembles a “hub and spokes” assembly, the warm air 
distribution plenum serving as the hub, the supply 
ducts radiating out from the hub in a spoke fashion. 

The loop distribution type is used in larger houses 
built on a slab. A continuous air conducting duct is 
cast in the cement floor around the entire perimeter 
of the building. This duct is supplied by feeder ducts 
emanating from the centralized distribution plenum. 
Registers. opening into the perimeter duct, are located 
under abana s. 

Since the introduction of this newer winter air 
conditioning system, a new style of furnace has been 
developed by manufacturers to serve the system 
This is known as the counter flow furnace and is basic- 
ally designed to direct the warm air out of the bottom 
of the furnace instead of out of the top as in conven 
tional style furnaces. 

With this design, the furnace can be mounted di 
rectly over the warm air distributing plenum or “pit” 
cast in the concrete floor thus affecting a considerable 
saving in space. 

Also contrary to the conventional method of de- 
signing return air facilities, return air grilles in the 
perimeter system are located high at the ceiling line 
on inside walls. The objective is to establish the path 
of moving air across the ceiling of the rooms up out 
of the living area. 

In the combined system of radiant plus convection 
heating, because the warm air supply ducts are em 
bedded in the concrete of the floor, the floor areas 
surrounding the ducts assimilate heat which in turn 
is given off into the room in the form of radiant heat- 
ing. This is sometimes called an “extra dividend” of 
the system. 

With the heating plant geared to meet the heat 
needs of prime points of heat loss — the windows — 
the system immediately reacts to those areas of the 
house most sensitive to outdoor temperature change. 

As a result of their mass, the outside walls will be 
behind the heat loss sensitivity of the glass areas. 


30 March, 1951 — Nationat Reat Estate AND BuILpING JouRNAL 





Built at a cost of approximately $7 million, the 612-unit, 11 
story Twin Oaks apartment development is the largest single 
apartment project in the greater Kansas City area. 


They Built 
An Apartment “CGity’ 


9 < 


Protests from local residents and out-of-date zoning laws often put a hitch in the best laid construc- 


tion plans of builders and developers. Such was the case in the $7 million, 11-story Twin Oaks apart- 


ment in Kansas City, Missouri. But Assured Realty Corporation, member-developer and managing 


agent, was able to overcome community protests and have zoning laws altered to permit construc- 


tion of the project that will house more than 2000 people and shops, parking, recreational facilities 


SCHOOL OFFICIALS declared property values 
would decrease . . . other civic leaders urged that 
the area be used for a playground . . . zoning laws 
had to be changed to increase building height limit. 
Despite these obstacles, Assured Realty Corporation 
of Kansas City, member-developer and managing 
agent, were able to go ahead with construction of the 
612-family, 11-story Twin Oaks apartment project. 

Construction was started in July 1949, with com 
plete occupancy of the two buildings expected by 
last month. 

Practically a small town ia itself, the twin-section 
development, built at a cost of approximately $7 mil 
lion, is the largest single apartment project in the 
greater Kansas City area. Housing for more than 
2,000 people will be provided following complete 
occupancy and both recreational and educational 
facilities are in the near vicinity. 

One of the “T-shaped buildings has a 200-seat. 
air conditioned restaurant for exclusive use of the 
tenants. Large glass sections of the restaurant over 
look a landscaped court between the two buildings. 

On the ground floor of the second structure is a 
beauty shop, cleaning, pressing and tailoring firms. 
and a combination newstand and tobacco shop. 

The 10 acres of the development are completely 
landscaped and an underground garage has been 
built to accommodate 325 cars. The garage was built 
at sufficient depth to permit use of the roof slab as a 
landscaped terrace with garden furniture and a series 
of planting boxes. Other off-street parking space has 
been provided for those tenants not desiring garage 
space. 

A breezeway connects the two sections of the apart 
ments and the buildings are set back 100 feet from 
the street and served by a circular drive. 

A modern monolithic exterior appearance has been 
achieved by the use of 2-tone brick. aluminum win 
dows, and glass. 

The buildings are steam heated from a central 
heating plant and individual apartments have wall 
hung cabinet convector radiators. Electric heaters 
are provided in each of the tiled bathrooms. 

Building corridors have ventilation exhaust fans 
and are equipped with rubber tile floors to help keep 
noise down to a minimum. Laundry facilities includ 
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ing washers and driers are available in the basement 
of each building. 

Three automatic passenger elevators, with one in 
each building doubling as a freight lift, will serve 
the residents. Mail service for Twin Oaks will be pro 
cessed from two separate mail rooms, similar to 
branch postoffices, where incoming mail is sorted 
and placed in individual mail boxes. 

Four different apartment designs are available and 
the various units are designed on an interlocking ba 
sis so that some of the layouts may be altered to in 
clude four or more bedrooms and two or more baths. 

Studio apartments rent for $65, including heat, 
water, electric stove, and a four cubic foot refriger 
ator. Single apartments rent for $79.50 also includ 
ing heat, water, ranges, and refrigerators 

Tenants furnish their own stoves and refrigerators 
in the larger units and one-bedroom apartments rent 
for $98.50 and two-bedroom apartments for $128.50. 

In addition to its 612 rental units, Twin Oaks pro 
vides quarters for the families of six building em 
ployees. 

The managing agent of the development is the 
Assured Realty Corporation of Kansas City. Herman 
S. Shapiro, president of the firm, has been active in 
apartment management and development in that 
area for more than 30 years and has been identified 
with the building of the first in garden-type, walk-up 
apartments. 

At a recent meeting of Kansas City realtors, Sha 
piro cited some of his experiences in rental manage 
ment and presented his views on tomorrow's trend 
in apartments. 

He said that there has been construction under the 
FHA program of apartment buildings, which does 
not have location and rate to create the proper occu 
pancy. As a result, these units will always be head 
aches 

An important fact to keep constantly in mind, 
Shapiro says, is that the governing factors in suc 
cessful and profitable apartment management are 
location, rate, type and spaciousness of units. 

As for the future trend for apartments, he says 
that these properties will have continued high values. 
Real estate in general and apartments in particular 
will continue to be in demand. 


March, 1951 





4‘ACH DAY the audience which 

_4 scans the classified columns is 
a changing one. New needs arise 
overnight. Engagements take 
place, followed by marriages 
which necessitates a place in 
which to establish a home. Fam- 
ilies prosper and look for the more 
desirable homes. Children leave 
homes and the parents look for a 
smaller home. Businesses expand, 
new properties are needed. 

With such a changing market, 
the “battle lines” for new  pros- 
pects are highly fluid and each 
day they change from one man’s 
office or home to that of some other 
man. Your success in getting a 
personal contact as a result of the 
contact made by your classified 
ads depends on how good you are 
at putting salesmanship in print. 

The first step in writing a suc- 
cessful classified ad is to deter- 
mine what is different about the 
property you wish to sell. That’s 
been said many times, but it needs 
to be repeated. In the eyes of the 
person who first planned the im 
provements, there must have been 
features which were unique or 
better than those in other avail- 
able properties. These points of 
difference may be viewed by you 
as disadvantages, but the chances 
are you will never sell the proper- 
ty unless you find a buyer who 
regards these points of difference 
as advantages. Much lost motion 
can be saved by featuring these 
points of difference as a means of 
qualifying your prospects. 

To illustrate this point, I once 
had a broker who particularly 
wanted to sell a certain property 
because all of the competing es 
ers had the listing and had failed 
to sell it. The house was a small, 
four-room home with a dining 
room two steps up from the living 
room, and a wrought iron railing 
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Putting Salesmanship 
in Print 


separating the two rooms. This 
had seemed to be the thing which 
prevented all previous sales at- 
tempts. We decided to feature 
this “disadvantage” in the ad, and 
the lady who called the following 
day said, “I’ve always wanted a 
raised dining room overlooking my 
living room.” It was easy to sell 
her the house because the ad had 
“pre-sold”’ her. 

The second step in preparing 
to write ads that get action is to 
obtain full and accurate informa 
tion about the property to be ad- 
vertised. Not only should you 
know how many and what kind of 
rooms or units are in the building, 
but also the brand names on the 
equipment in the building. 

Each year manufacturers of 
building products and equipment 
spend illlene selling the public 
on their brand. This one point is 
so important that the Association 
of Newspaper Classified Adver- 
tising Managers has for the last 
three years, promoted a “Brand 
Names Week” nationally. It seeks 
to get buyers of classified space to 
capitalize on the acceptance in the 
minds of the public which these 
manufacturers have built for their 
products. 

Now that you have determined 
the points to be featured and com 
piled complete information from 
which to lie a “word picture,” 
let’s consider HOW the a is to be 
written. 

First, we must have a good 
headline — one which will tell a 
lot in a few, well-chosen words. 
At this point we should be oppor- 
tunists and tie in with something 
of current interest to the public. 
For example: “New Junior High 
Just Four Blocks” (when school is 
about to open), “Boeing Workers 
Will Find This Convenient” 
(when more workers are being 
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hired), “Pre-Credit Control 
Terms” (when the government 
tightens up), “Low Heating Costs” 
(when cold weather threatens). 

Second, let’s talk naturally. 
Write the body of your ad the way 
you'd talk to a prospect you liked. 
Point out those thankeane you 
feel make the house a good buy 
for him. Keep in mind that your 
prospects are people like yourself, 
and that your ad may be introduc- 
ing you to them tomorrow. ; 

Third, build up value by point- 
ing out the possibilities of the prop 
erty. Tell them about the place for 
a recreation room in the basement, 
the bedrooms that could be finish- 
ed in the attic, the place for a bar- 
becue in the yard. And remember 
to tell them HOW MUCH and on 
WHAT TERMS. Most people feel 
there is something wrong if the 
price is omitted. _ 

Fourth, make it easy for the 

prospect to contact you. Give your 
name and phone number, also 
your address. Tell him the hours 
you can be reached. 
” Fifth, give some good reason for 
calling you right away. Example: 
“Available to show this evening. 
Mr. Smith is waiting for you to 
call.” Or “See the moonlight on 
the lake from the view windows 
of this home this evening.” 

Finally. if this approach seems 
complicated, just imagine you are 
the one who is looking for a house 
and ask yourself what you would 
like to know about the home you 
are thinking of buying. Would you 
buy this house? Why? 

It was once said, “If a man can 
make a better mouse trap, the 
world will make a beaten path to 
his door.” To that should be added, 
“but only if the word gets around!” 
If you have better property, you 
had better let people know about 
it, or they'll buy something else. 


March, 1951 — Nationat Reat Estate AND BuILDING JoURNAL 





Tenants Understand This Lease 


Does the repetitious, legal jargon in today’s apartment lease forms 


cause headaches in your firm’s rental operations? Have you often 


wished that the outmoded “whereas” could be reworded to lessen 


the pain of negotiating a deal? A New York rental management 


firm decided it wanted to reduce the many explanations of lease 


clauses that are usually necessary. Together with company attor- 


neys, it has drafted a streamlined, easily understood lease form 


c TOWARD removing 
century-old source of irritation 
and bewilderment to residential 
renters has been taken by the 
Gross-Morton building organiza 
tion of New York. 

The firm has developed a new 
simplified one-page lease form em 
bodying in 992 words of simple 
language all the terms previously 
set forth in the 8538-word stand 
ard apartment lease. 

The shortened “lease in plain 
English,” written in large blue 
type on white paper, replaces all 
old-fashioned language and legal 
jargon with words that are in com 
mon use and clearly understand- 
able. Instead of unnecessarily re- 
stating obvious existing legal rights 
as standard leases now do, the new 
lease states only those special pro 
visions covering the apartment it- 
self. 

In commenting on the new lease, 
George M. Gross, president of the 
firm, says that despite the widely 
achaaias theory of the “tenant 
landlord relationship” it is Gross 
Morton's belief that a tenant is a 
customer of the firm and must be 
treated as such. 

“Honorable dealings.” Gross 
says, “between a company and its 
customers require that any agree 
ments made between them should 
be simply stated and clearly un 
derstood.” 

More than 25 years ago this 
firm revamped the Contract of 
Sale used between its company 
and home buyers and this simpli 
fied contract form is now in gen 
eral use throughout the country. 


In only 992 words of common, under 
standable English, this apartment lease 
covers all special provisions of apart 
ment renting that were previously set 
forth in 8538 hard-to-understand words 








a EE eee 
landlord, lease and YOU,_._ 


in building ___at. 


from the date the apartment is ready for occupancy, 


(Print your mame here) 


_., Bayside, New York, for a period of two years 


whereby WE, WINDSOR PARK CORPORATION, the 


the tenant, take Apartment 


at a rent of $ n month, payable in 


advance, without demand, on the first day of each month. 


SECURITY AGREEMENT: 
We have received $ 
mance of this lease 
1. Which we will return if 
a. you cancel BEFORE notice of occupancy date 
is mailed, or 
b. we cancel because the Soemment takes the 
building or any part of it, 
we cancel because the bain is damaged and 
we decide not to repair i 
d. this lease remains in an for the full two 
year pers 
Which we will keep if 
a. you cancel AFTER notice of occupancy date is 
mailed and before the lease begins. 
b. we cancel because YOU DO NOT OBSERVE 
is lease and the regulations which are a part 
of this 
you do not leave the apartment in good condition, 
regardless of how or when the lease ends or is 
cancelled. 


security for your perfor 


If you cancel after the lease begins, we will return 
| for cach full month's rent paid, and keep 
the balance. 

WE AGREE TO: 

3. Give Ry thirty days notice by registered mail of 
the date the apartment will be ready for occupancy ; 
Deliver the apartment in good condition 
Supply at no extra charge the following 
Ges Window screens 
Electricity Use of 
Heat as required by law Washing machines 
Hot water 
Cold water 
. jn = ag 


A Sak rend eendey tub 
Kitchen floor linoleum 
Venetian blinds 


YOU AGREE TO: 

6 Pay all RENT at our office or other place we 
specify ; 

7. Observe the regulations which are part of this lease ; 

8. Leave the apartment in good condition when you 
move out. 


SOTH OF US AGREE: 
9. We may repair any caused by you and 
charge the cost to you as ADDITIONAL RENT; 
10. You will receive no rent reduction or compensation 
wenience due to repairs or interruption 

of service unless caused by our negligen 


YOU MAY CANCEL THIS LEASE ANY TIME: 
11. BEFORE the k 


to our office y 


se begins by deliv 

signed copy of this lease. If © 

of « date has been mailed, we will keep 
the secur) 

2. AFTER the lease begins, if your rent is paid, by 
sending a signed notice by registered r Dost 
marked thirty days before the da: 


WE MAY CANCEL THIS LEASE BY GIVING YOU 
13. THREE DAYS’ NOTICE if the building is dam 
aged and we decide not to repair it 


14. FIVE DAYS’ NOTICE if you do not observe this 
lease and the regulations which are part of this 
lease. In this case we will keep the security 


15. Whatever notice we receive if the building, or any 
part of it, is taken by the government for any reason 


BOTH OF US ALSO AGREE 
16. If you do not move out when this lease ends or is 
cancelled we may 
a. bring dispossess proceedings, or 
b. charge you DOUBLE RENT 
If you do not leave the | cree in good condi 
tion when you move ow 
a. we will keep your cai and 
b. you will pay on demand as cme My costs 
of cleaning and repairing the apartm 
If you do not pay the RENT, ADDITIONAL 
RENT or DOUBLE RENT 
a. we may bring dispossess proceedings, or 
b. sue you for the unpaid rent 
. If we bring dispossess proceedings you will pay 
on demand as damages 


a all costs of summary proceedings and other lega! 
actions including attorney's fees 


b. all other expense of removing you 


¢. the cost of redecorating and repairing the apart 
ment 


BOTH OF US SPECIALLY AGREE: 


20. We have not | omoentend a specific delivery date 
for the apart 


You will not assign this lease 
You will not sublet your apartment or any part 
of it. 


We have made no promises except those in this 
lease. 
This lease can be changed in writing only, signed 


by both of us 


This lease is subject to all la’ and lenees or mortgnges 
now or hereafter placed on the propert 


WINDSOR PARK CORPORATION (WE) 


BY 


a (YOU) 


(SIGN YOUR NAME HERE 
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Space Planning . . . A Management ‘Must’ 


Office space will be at an increasing pr 





g months as 


the government lid on commercial construction displays its full 


By J. C. CUSHMAN, JR. 
Cushman & Wakefield, inc. 
New York 


effect. Meanwhile, owners and managers must find new ways of 
utilizing space to the best advantage . . . and to the tenant's liking. 


In New York, two property management firms have devised a plan- 
ning service for tenants with space-selling, space-saving appeal 


RAKES BEING APPLIED to new construction 

and commercial modernization probably will 
bring a period of premiums on existing office space 
In turn, this emphasizes the need to develop better 
ways to get maximum use from available rental 
space. 

Owners and managers of income-producing proper 
ties are constantly testing methods and techniques 
in a search of new ideas to help solve this “first pri 
rity” item 

In one of New York City’s newest office buildings, 
the 24-story, 655 Madison Avenue Building, a space 
planning service has been set up to provide prospec- 
tive tenants with custom-designed office layouts to 
meet their specialized requirements and to promote 
administrative efficiency , 

Cushman & Wakefield, Inc.. and Douglas L. Elli 
man & Co.. Inc., co-rental agents, use this service as 
an extension of their usual rental practices and it is 
offered on an advisory basis and without charge to 
the tenant. 

More than a mere desk pattern arrangement, space 
planning encompasses both architectural and engin 
eering functions. The purpose is to show a lessee ex 
actly how a particular space offering can be tailored 
to his company’s particular operation. 

This eliminates the conventional wasteful proced 
ure of letting a tenant flounder through a trial and 
error period of fitting his enterprise into a proposed 
space as best he can and also makes the space offered 
infinitely more inviting. 

The service is put in operation as soon as the rental 
agents feel that they have developed a real interest 
on the part of the prospective tenant. 

A suggested office layout is prepared and shown to 
the prospect outlining how the available space might 
best suit his needs. This offer affords the agents a first 
test of the extent of the prospect's interest and makes 
possible a continuing working contact with the pros 
pect until a decision is reached. 

When the prospect agrees to the reparation of 
more detailed layouts, a firm of office layout special 
ists is contacted and a meeting is arranged at the 
prospects offices. Here the client’s requirements are 
discussed and an analysis is made of his office func 
tions and work flow by actual inspection and survey 

On the basis of this meeting, several finished lay 
outs are prepared and submitted for criticism. Neces 
sary revisions are studied even to the consideration of 
alternate floors. The interrelations between various 
departments of a firm are studied and a plan that 
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most effectively coordinates their activities is put into 
final form. 

This layout is not a fully-developed furniture plan 
nor does it fully explore design and decoration possi 
bilities of the space. Rather it is meant to show the 
possibilities of the space and to establish a partition 
layout generally suitable to the prospect’s needs. It 
recognizes that special designs, decorations and fur 
nishings are normally treated as a tenant’s activity, 
and thus beyond the scope of the service. 

If a tenant wishes, the firm of office layout special 
ists working in conjunction with the rental agents 
can extend its services to include interior decoration, 
furnishings, and complete moving operations. This 
is handled under separate contract. 

Where the tenant employs an outside consultant. 
his work is described on separate drawings of stand 
ard format and symbols for uniform processing with 
the owner’s construction 

The broker’s negotiations which follow acceptance 
of a final layout plan include a discussion of the ex 
tent of the owner's and tenant's necessary changes in 
construction work. 

In some instances, a prospective tenant will want 
certain features incorporated in the construction that 
are over and above the building standard. Such fea 
tures might include uniform hung ceilings, recessed 
fluorescent lighting. acoustical treatment, and mov 
able steel partitions. 

In a case of this kind, handled by Cushman & 
Wakefield, Inc., and Douglas L. Elliman & Co., Inc.. 
a special agreement was made with the tenant. 

By mutual consent, the annual rent for the floor 
was increased by an amount which, over the term of 
the lease, provided a sum sufficient to reimburse the 
owner for the cost of these extra features. A special 
clause was added to the rider listing the additional 
work 

Upon signing a lease, the accepted layout is again 
reviewed as a prelude to the preparation of construc 
tion drawings. At this stage, the tenant is asked to 
submit any last minute changes. Where the tenant 
wishes changes made in the final layout as originally 
submitted, the extent of the owner's participation in 
any revised plan is limited to a cost equal to that in 
volved in the final layout attached to the lease 

Continuous supervision and scheduling of all ten 
ant alteration work on the premises and maintenance 
of complete records of individual floor cost is neces 
sary in this space-planning service. The various costs 
are segregated under owner's and tenant’s accounts 
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One of the most popular “Turnerbilt” units in Oaknoll Addition is the three-bedroom stone or brick veneer home with two baths 


How To Improve Your Building Relations 


——- home owner knows how 
4 important employee and pub 
lic relations and cooperation with 
other members of the building in 
dustry are to a successful, profit 
able business. 

The many problems confront 
ing realtors and builders under a 
war-preparedness economy are 
causing more attention to be placed 
on ways to eliminate time- and 
cost-consuming = practices within 
their own organizations, step up 
labor productivity, and work in 
closer conjunction with other mem 
bers of the industry. 

Realizing the importance of a 
well-coordinated organization and 
the value of employee benefits. 
the Morris W. Turner Company, 
realtor-builder of Tulsa, Oklaho 
ma, has several cost-saving prac 
tices and company policies in force 
that help maintain smooth-run 
ning operations. 

When plans have been made to 
develop a subdivision. the Turner 
Company has found it advisable 
and profitable to invite other co 
operating builders to help develop 
and build the houses. This polic: 
has proved advantageous for two 
reasons 

First, it spreads the risk a little 
thinner insofar as_ speculative 
building on large residences is con 
cerned, and second, it brings in 
additional business to the firm's 
brokerage and mortgage depart 
ments. Invariably, the cooperating 
builders let the Turner Company 
sell their houses and make the 
mortgage loans. 

For more than 12 years the 
Turner Company has been giving 
“10-year” guarantees on its homes 
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It takes a lot of answers to be a successful, profitable builder these 


days. More stringent financing terms, shortages and increased 


prices of materials, a siphoning off of the nation’s labor pool for 


war production jobs are some of the problems faced by today’s 


builders. Strengthening and improving internal operations are two 


things that can help put a builder's activities on a more solid basis. 


M. W. Turner Company, Tulsa, uses construction and company-em- 


ployee policies that may give you 


and has found this to be one of the 
best investments it has ever made 
This policy has paid off in many 
ways. It has improved customer 
relations and has given assurance 
of a continued and steady demand 
for the firm’s houses and services 

As a part of its broad advertis 
ing coverage, the firm’s slogan 
“Turnerbilt, A Dependable Name 
in Housing for Over Twenty-Nine 
Years” is prominently displayed on 


ideas for your own organization 


stationery, billboards, house signs, 
brochures, and other media. Many 
persons who have later sold one of 
furner’s homes have their broker 
identify the house in sale ads as a 
“Turnerbilt” home 

A cost-saving method in office 
procedure that has paid dividends 
is an improved bookkeeping sys 
tem that permits a much closer 
check on the costs of building jobs 


Please turn to page 39) 


Interiors feature drywall finish, storage walls with sliding doors, open-beam ceilings 
complete tile baths, built-in vanities and bookcases, attic fans, mahogany and walnut 
panelling. Both forced air and radiant heating are used and some are air conditioned 
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Homes Our Readers 
Are Building 





Two units of 50 expandable h being added to 600-plus home development of Villa Shores Realty 


® In Indiana ‘oe 50-UNIT SECTIONS of expandable two-bedroom homes in a de 

velopment of more than 600 homes are being built by the Villa Shores 

Realty firm of Hobart. The homes, on completely landscaped lots, sell for 
$9500 and prospective home buyers have a choice of five exterior designs. 

The one story, basementless home shown has floor-to-ceiling sliding doors 

fo 1 1 in closets with other interior doors made of Phillipine mahogany. Bedrooms 

have both conventional windows and “high-wall” windows permitting maxi 

: mum ventilation and privacy and affording greater range for furniture place 


ment. The bathroom is —— with American-Standard plumbing fixtures. 
= te | | The home is insulated with rock wool overhead and reflective foil in the 





side walls. The slab floor has ductways for radiant heating and registers are 
. 8 provided for circulating heat. 
Plant shelves and a wood trellis section flank the front entrance and a two 
- e 3 ae foot roof overhang gives the effect of a front porch. The front door has a 
‘“magic-eye” knocker combination with a glass section allowing the home 
owner to see out while a caller is unable to look in. 
The Villa Shores development is near schools. churches, recreational facili 
ties and a state park. 


® In California 


Homes of two Corona del Mar builders allow for income producing possibilities of garage apartments 





oe 





- TNABLE to buy a large enough tract of land in the re 
sort area of Newport Harbor upon which to build a 
housing project, Builders James Ray and Harry Grauer of 
Corona Nel Mar, undertook what they call a “separated 
project.” 

They bought a group of individual lots in widely sepa 
rated sections of the community and, using 12 different 
floor plan designs, they built more than 100 two-bedroom 
homes with double garages selling for $9750 to $12,500 

The stucco double garages of the homes are so designed 
that an additional apartment may be built over them so 
that owners may avail themselves of the opportunities in 
summer rentals to vacationers. 

The pictured two-bedroom, basementless home has a 
stucco exterior, approximately 950 square feet of floor area, 
and sells for $9750 on a 30x118-foot lot. It has concrete 
floors covered with Armstrong inlaid linoleum. Interior 
walls are tinted plaster. Plumbing fixtures are American 
Standard and Crane. 

At the rear of the home is a concrete slab patio with a 
concrete block wall extending to the detached garage. 





i) 





® in Washington, D. C. 


Seventy-nine economy homes in a prize-winning development sold rapidly with minimum advertising 


[\ a prize-winning project of economy homes in Rock Creek, Palisades. 
79 homes similar to the pictured rambler-type were sold as a result of 
only two newspaper ads. Originally selling for $7900, the realtor-builder is 
now selling this type home for $8350. 

Constructed by Standard Properties, Inc., of Washington, D. C., the two — 
bedroom home is frame constructed on a concrete grade beam, has 667 square g : ‘i 
feet of floor area, and is built on a landscaped 55x110-foot lot. sor 

Aluminum foil backed by gypsum board is used on interior ceilings and 1 — | “te 
walls. Floors are oak with the exception of linoleum used in kitchen and bath. 

The exterior is a combination of wood siding and asbestos shingle siding _ 
and the roof is of asphalt shingles. Painted wood shutters on bedroom win a 
dows and on either side of the front entrance and a section of wood ranch & 
fencing add distinctive notes to the appearance of the home. — 

Standar4l Properties preserved natural tree growth in developing the pro 
ject. Recognition was recently awarded the } atoll for the good re 
lationship to topography. street pattern, orientation and placement of homes, 
and proper grading of lots in the subdivision 


An L-shaped, three-bedroom home is setting the pace for a 175-home project of Rutgers Homes, Inc. 


®@ In Long Island 


N a 36-acre, $214 million development in West Hemp 

stead, Rutgers Homes, Inc.. recently opened a $14,490 
three-bedroom model home as a forerunner of 175 two- and 
three-bedroom homes planned for construction this year 
An initial section of 96 homes, selling from $12,990 to 
$14,490 is now nearing completion 

The pictured L-shaped home has a full basement, poured 
concrete foundation. 1311 square feet of floor area, and a 
23x19-foot combination living-dining room area. The spe 
cially designed kitchen has Hotpoint appliances, a Thor 
combination dishwasher and washing machine, and a but 
ler’s pantry 

The home is steam heated by an automatic oil burner 
and is insulated with Reynolds aluminum foil. Interior 
walls are U. S. Gypsum plaster 

Combinations of vertical and horizontal asbestos siding. 
set off by a window-high face brick panel in one section of 
the L-shaped living room, were used in exterior design 

In the vicinity of this Nassau County project. over 1200 
new homes are being built by various New York builders 
Rutgers Homes is planning to build a modern shopping 
center to serve the rapidly expanding community 

Realtors Butterly and Green, Inc.. of Jamaica, is the ex 
clusive sales agent and Benjamin Levinson, of Jamaica, is 
the architect. 








How to Stimulate Sales Interest 


“Cold canvassing” produces buyers, if you are on your toes and 


have the knack for getting and maintaining interest. 


it means 


making just the right impression from the start, seeking out the 
reasons why your propect is different from all others, then tuning 
your sales approach to those reasons. Here are 11 suggestions 


HE REAL test of every sales- 

man is the “cold canvass.” 
This is where you really must 
know how to get attention and in- 
terest . . . the two important fac- 
tors I stressed in last month’s ar- 
ticle. 

The difference between a sales- 
man who just barely makes a liv- 
ing and one who makes real 
money is almost always the dif- 
ference between a salesman who 
is able and willing to get out and 
make an intelligent cold canvass 
and the salesman who is either 
too lazy to do so or is unwilling to 
make the study necessary to be a 
successful interviewer. 

I do not believe that any man 
can keep himself intelhgently 
busy all of the working hours of 
the day merely taking orders or 
merely following leads he has. He 
may keep busy for weeks on leads 
where he has definite entree or 
introduction, but there is bound to 
be other times of the year when he 
wastes hours that he could put to 
advantage on an intelligent, ener 
getic cold canvass. 

There are several important 
points to have in mind in ap 
proaching an individual whom 
you believe to be a prospect or ex 
pect to make into one 

(1) If it is in an office, give the 
first person you meet and all of 
the other parties you contact the 
very definite impression that you 
are a gentleman, that you are re 
fined, polite and important (not 
a smart aleck). Give them the im 
pression that you are busy and 
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that you can only wait a few min- 
utes. 

(2) Do not sit down and wait. If 
a party is busy say you can wait a 
few moments and if you can’t see 
him then, state that you will be 
back, but remain standing, and if 
possible, walk up and down slowly. 

(3) Make sure that you create 
the right impression in the outer 
office since this impression is al- 
most invariably carried to your 
prospect and nine times out of 
10 ~ something to do with 
whether or not you are admitted. 

(4) When you are admitted, be 
alert. Do not offer to shake hands 
with your prospect unless he does. 

(5) Know so well what you are 
going to say that you can say it 
and at the same time observe your 
prospect and the office. Then when 
he starts talking make your analy- 

Attempt to discover what he 
is like pe is interested in from 
what you have seen in the office 
or from what he has said. 

(6) See if it is not possible for 
you to discover some common 
point of interest, something that 
you know interests him and about 
which you can talk intelligently, 
or if not talk intelligently, at least 
ask questions. If he tells you first 
that he is absolutely uninterested, 
start talking about something that 
he is interested in. Then watch 
for your chance to discover to 
which instincts you can appeal. 
7) Never argue. This point 
does not need any explanation be- 
cause every salesman who stops 


to think knows that there is scarce 
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By JUDSON BRADWAY 
Detroit, Michigan 


ly a possibility of his gaining his 
point through an argument. If he 
does finally make a prospect admit 
he is right, he has probably annoy- 
ed the prospect or made him 
angry. Prove your point by ap- 
proaching the matter in some way, 
indirectly, later, but not in an ar 
gument. 

(8) Always have a few ques- 
tions to ask your prospect to chic 
his answer must be “Yes.” It is 
a psychological fact that the man 
who has already answered “Yes” 
to several questions is less com- 
bative and easier to get interested. 
For example, before you call you 
should know what part of the city 
he lives in, what club he belongs 
to, if any, whether he is a tenant 
or owns his own home. These facts 
can easily be discovered. Then 
mention them in your conversa- 
tion. 

(9) When you finally get the 
proper opportunity to talk about 
your property be enthusiastic about 
it. Give the prospect the very defi 
nite opinion that you believe from 
your heels up that the thing you are 
offering him will make him hap 
pier or wil! make him more pros- 
erous or will do something for 
hen. 

(10) Be very sure that you 
never ask the question during the 
conference: “How’s business?” 
This may remind him that his 
business 1s bad. Always find some 
way of assuming that business is 
good in such a manner that it does 
not require an answer from him. 
Make some positive, optimistic 
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statement either about his business 
being good or your business being 
good, or about general business 
conditions improving. But handle 
it in such a way that you are ex- 
pressing an optimistic view and 
not asking his opinions 

(11) Be sure to give him the 
impression that you are there to 
do a service for him and not ask 
him to do a service for you. This is 
a vital point. Many salesmen unin- 
tentionally give the impression 
that they are really asking the 
prospect to buy something so they 
can make a commission. 

There are various approaches a 
salesman can make whch appeal 
to some of the various human in- 
stincts: 

“Mr. Jones, I have heard you 
may be interested in purchasing a 
home. I understand that you have 

family of five and that two of 
your children are in grade school. 
I have gone over our listings thor- 
oughly and I find a house which I 
believe will very greatly increase 
your happiness or living.” 

He is interested in happiness 
and curious to know where this 
house is that will so greatly in- 
crease his happiness. 

Or: “You are a member of 
- Club. There is a house 
which has never been 
offered for sale and I believe it 
will interest you very much.” 

He is curious to know who wish- 
es to sell their house near his club. 

Or: “Mr. Brown, I am Mr. 
Jones. I am here to tell you of a 
new house we are offering which 
has all the latest mechanical equip- 
ment for providing the maximum 
of comfort in the home and it is 
in a district where living will pro- 
vide you the greatest happiness.” 

This approach, stated by a sales- 
man in a gentlemanly and refined 
manner and with proper enthusi- 
asm, will appeal to the prospect's 
curiosity in wanting to know what 
this latest mechanical equipment 
is. It will appeal to his happiness 
instinct because you have offered 
to give him the maximum of com- 
fort and your final word “happi 
ness” will leave in his mind the 
thing in which he fundamentally 
is more interested than anything 
else. 

Or: “Mr. Brown, I am Mr. 
Johnson of the Williams Company. 
I wanted to talk with you about 
the very great progress which has 
been made in labor- and money- 
saving devices in the modern 
home.” 

This statement impresses him 


nearby 
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immediately that you want to 
give him service, arouses his curi- 
osity as to what the saving devices 
are, and appeals to his “Sesire for 
gain” instinct by telling him it will 
save him money. 

“Dr. Blank, our company has 
been giving a great deal of thought 
to the type of investment adapted 
to professional men. I have here a 
complete analysis of an invest- 
ment which would bring you a 
good income, afford you security 
for the future, and make you the 
owner of a building of which you 
would be very proud.” 

This statement indicates that 
you have prepared something es- 
pecially for him. This appeals to 
his “desire for gain.” a it ap- 
peals to his pride when you say 
its ownership would make him 
proud. 

Or: “Mr. Brown, recently I was 
successful in finding a home for 
Mr. Jones, whom I understand is 
a personal friend of yours. It oc- 
curred to me that you might be 
interested in locating in the same 
district and I have a home of 
similar character to Mr. Jones’ 
which I believe will interest you.” 

This approach immediately gets 
his interest because of his friend 

: “Mr. Jones, I presume you 
have heard that Mr. een of the 
Smith Company, and Mr. Wi! 
liams of the White Company, and 
Mr. Rowe of the Black Company 
have recently bought beautiful 
homes in the Edgemont district. 
It occurred to me that since these 
men are friends and acquaintances 
of yours you might be interested 
in the same location.” 

The above method is what might 
be called an invitation approach 
method. You are inviting the pros 
pect to join his friends. 

There is another approach 
which might be called a “Fear” 
approach. For example: “Mr. 
Jones, since the recent unfortunate 
happening in your neighborhood, 
I thought you might wish to dis 
pose m gon home before the real 
depreciation has set in.” 

This approach would be used 
on the prospect living where there 
had recently been a happening 
in his neighborhood which sub- 
stantially reduced values. 

Or: “Mr. Jones, since the rise 
in prices seems inevitable, I 
thought you might be interested 
in a very deslaghte property which 
I am offering for sale.” 

Next month, we will discuss 
ways to maintain the prospect’s 
interest. 
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Building Relations 
(Continued from page 35) 

Commenting on the new book 
keeping system, one member of 
the firm says that in times of 
rising market an accurate cost 
check is particularly essential for 
the speculative builders because 
they often price a home before 
knowing what the costs actually 
are. 

To derive maximum efficiency 
from its labor force, the Turner 
Company has an incentive plan 
for their top superintendents to 
compensate them for their extra 
effort. Now in force, is a profit 
sharing bonus plan that has work 
ed wonders for morale and has 
helped increase profits for the firm. 
Roughly 25% of net profits is paid 
out to the men in the field as a 
bonus incentive. 

Most employees have been with 
the firm for from 5 to 10 years 
and a definite attempt is made to 
keep the men busy all of the time. 
Crews are often moved to a warm 
er climate in the winter months 
where building jobs are under 
taken. 

An idea for creating good will 
that has been used successfully by 
Turner and other builders is to 
place a sign on construction sites 
that stresses the responsibilities of 
each home building craft in creat 
ing a livable home for the future 
owner. The sign is headed “Build 
ing Trades Attention” and its mes 
sage helps to show the importance 
of an inter-relation of all segments 
of a home construction operation. 

The Turner Company has had 
several favorable comments about 
this card and says that one $26,000 
sale can be traced directly to the 
good will created by this sign 

In the construction of its homes, 
the company is using a substitute 
material that has been well re 
ceived by clients. In place of a 
regular partitioned wall, translu 
cent glass panels are used. This 
has worked especially well in home 
areas that can be opened up for a 
larger entertainment space. 

Building both speculative and 
contract housing, in 1950 the firm 
built 22 homes in the $25,000 to 
$45,000 price range and approxi 
mately 100 homes in the $8000 to 
$13,000 price range. This year, 
plans are to erect 15 homes cost 
ing from $25.000 to $40.000 and 
approximately 50 homes costing 
from $10.000 to $12.000 

The firm’s contract building con 
sists of industrial housing for oil 
COM pares 






































By BERT V. TORNBORGH, CPA 


Two country estates were sold 
by taxpayer whoclaimed resultant 
loss as a deduction on the grounds 
that they had been held for farm- 
ing operations. The tax court found 
as a fact that they had been select- 
ed more for residential purposes 
than because of farming potentials 
and ruled the estates were held for 
“personal recreation” not for prof- 
it, and loss deduction was denied. 


A taxpayer borrowed money on 
the terms that he was to receive 
$8500 and was to pay back $10,000 
over a five-year period. The tax 
court held that the $1500 discount 
was, in effect, interest and propor- 
tionately deductible in the years 
in which repayments were made. 


Real estate taxes went into ar- 
rears on a piece of property in 
1936, and the town later bought 
the property for the arrears and 
received a tax collector’s deed. In 
1940, the original owner paid up 
all the arrears plus $9700 and got 
a redemption certificate. The orig- 
inal owner then claimed the $9700 
as deduction for taxes paid in 1940. 
The treasury did not agree, but 
the tax court allowed the deduc- 
tion on finding that the local law 
held the arrears to be a personal 
liability until redemption, or expi- 
ration of redemption period 


Taxpayer and sisters formed cor- 
poration for developing and selling 
inherited Florida real estate. The 
taxpayer transferred his one-fourth 
interest to the corporation in ex 
change for practically all of the 
stock of the corporation. But the 
sisters then changed their minds 
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and did not come into corporation. 
Instead, they brought action for 
partition. After partition sale the 
taxpayer received proceeds from 
the corporation for his share. The 
treasury said that the corporation 
should be ignored and the sale 
treated as a sale by the individual 
taxpayer but the tax court permit- 
ted deduction for loss on liquida- 
tion of corporation. 


Depreciation allowed or “allow- 
able” is an important phrasing in 
the income tax regulations. Some 
taxpayers are ene the impres- 
sion that they can altogether ignore 
depreciation in the years in which 
they “don’t need the deduction.” 
This is not so. Depreciation carries 
on year in and year out without 
regard to a taxpayer's “need” for 
it. This is essentially so because at 
the time of eventual sale of the 
property, gain or loss is almost al- 
ways figured on the depreciated 
cost. And with “depreciated” is 
meant consistently depreciated. In 
short, the cost basis must be re- 
duced by depreciation which may 
not have been claimed but which, 
nevertheless. was allowable had it 
been claimed. 


In a small business such as a 
brokerage and insurance office, can 
husband and wife be partners for 
tax purposes? 

Yes, so long as it is a bona fide 
partnership and not merely a sham. 
If wife definitely renders services 
or contributes her own capital, 
those facts are important criteria. 
However, with the income-split- 
ting feature now in the tax law 
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husband-wife 
largely disap 


for 
has 


the motivation 
partnerships 
peared. 


Inherited realty was lost through 
foreclosure of tax liens and owner 
claimed full loss. The treasury said 
only a capital loss had been sus- 
tained. As the taxpayer could not 
prove that the property was “held 
primarily for sale in taxpayer's 
trade or business,” or that he had 
done anything more than merely 
list it for sale, the tax court said 
that the treasury was right. 


Overpayment of income tax re- 
sulted when contractor, on govern 
ment project, accrued and paid tax 
on certain estimated additional 
fees. This estimate later turned out 
to be larger than the eventual ex- 
tra payments by the government 
The tax court found that the con 
tractor had acted in good faith and 
allowed refund. 


Land holdings are sometimes 
carried on the books of a developer 
by their selling prices. Is that sound 
and acceptable practice? 

Definitely ‘“‘no.”’ It violates the 
cardinal rule of accounting that 
profits must not be anticipated 
They must be realized through 
closed sales. Even if adjustments 
are made, for purposes of financial 
statements and for tax returns so 
as to eliminate the excess over cost, 
the objection remains that the 
books themselves would reflect an 
improper set of values. The meth- 
od would seem to serve no purpose 
other than possibly “kidding your 
self” by looking at inflated figures. 
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By GEORGE F. ANDERSON 


LEASE provided: “The tenant 

is haves given a refusal of 
the premises upon the expiration 
of this lease.” The landlord thought 
that that meant that if he could 
get more rent for the premises, and 
the old tenant wanted to meet the 
bid, good and well, then he could 
have a new lease. And the landlord 
did get an offer of $100 more per 
month for the premises when the 
lease expired, and then he learned 
that he had misinterpreted the pro- 
vision in the lease and that what 
it meant was, that the tenant had 
an absolute option for renewal at 
the old rental. 


F YOU lease a property, and the 

lease provides that the landlord 
is to build a building, or make 
some other improvement for you, 
it is important for you to see that 
the lease provides that it is to be 
binding upon the heirs, executors 
and assigns of the parties, because 
this is not a covenant running with 
the land, and if your landlord sells 
the property the covenant is not 
binding on his grantee unless the 
lease so provides. 


PROVISION in a lease giving 

the lessor a lien on the chat- 
tels of the lessee for rent is not of 
much value to the lessee, because 
it does not give the lessor the right 
to enter the premises, and possess 
himself of the chattels without due 
process of law, which means an 
action in equity, and it is easier 
for the lessor to confess judgment 
against the lessee and levy on his 
chattels than it is to resort to an 
action in equity. 

So, in the case of Faubel vs. 
Mich. Blvd. Bldg. Co., 278 App. 
159, which involved a dental office, 
and the lessor having a key, entered 
in the absence of the lessee, and 
took possession by changing locks, 
the court said: “We have examined 
every case cited by counsel and 
many others in this connection, 
and, while some of them hold that 
the lien of a landlord reserved in 
a lease is in the nature of a chattel 
mortgage for the purpose of deter- 
mining the rights of conflicting 
lienors or claimants to the proper- 
ty of the tenant involved in the 
respective cases, we have been un- 
able after diligent search, to find 
any authority that holds that as 
between the lessor and the lessee a 
lien provision in a lease may be 
construed as a chattel mortgage, or 
as being in the nature of a chattel 
mortgage, with the result that the 


What is the meaning of the lease provision, “the tenant is hereby 


given a refusal of the premises upon expiration of this lease?” Are 
lease agreements to improve property binding on heirs of the lond- 
lord? Is a lien-on-chattels clause in a rental agreement the same as 


a chattel mortgage? Our legal advisor discusses these legal points 


landlord has the right to seize the 
tenant’s property without process 
of any kind upon default in the 
payment of rent. In every case cited 
the lienors resorted to the orderly 
processes of law in their efforts to 
establish their liens and right to 
preference as to the property of 
the tenant on the demised premises 
because of such lien. None of the 
cited cases bears upon the right of 
a lessor to enter upon the premises 
of the lessee with force and seize 
his property, or the lessor’s right to 
reduce such property to his posses 
sion, or the manner in which the 
lease lien may be foreclosed or en 
forced against the lessee.” 


F the owner of a building dies, 
apparently without a will, and 
his estate is duly probated, and you 
buy the property from his heirs, 
and later a will bobs up, devising 
the property to some one other 
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than his heirs, do you have good 
title? This question was answered 
in the recent case of Echland vs 
Jankowshski, 407 Ill. 263, where 
the court said: “Under the Statute 
of Descent the heirs-at-law of Thor 
wald Hegstad had succeeded to 
the ownership of his real estate 
The will of Thorwald Hegstad was 
not discovered until several months 
after the real estate had been con 

veyed by his heirs. There was no 
notice, either actual or construc 

tive, as to the existence of contents 
of the will. Appellees had the right 
to rely on the devolution of title 
shown by the record. Under the 
facts and circumstances appearing 
of record, we conclude that the 
conveyance to appellees, who are 
admitted to be Bona Fide innocent 
purchasers for value, should pre 
vail as against appellant, a devisee 
in the will subsequently discovered 
and admitted to probate.” 
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Capital Gains Tax May Slow Sales 


HE real estate industry may 
be in for another sales deter- 
rent. Up before Congress now, and 
slated to be passed in light of fed- 
eral expenditures, is the increase 
in capital gains tax from a maxi- 
mum of 25% to a high of 3714%. 
If enacted as law, many realtors 
think there’s little doubt that it 
will affect real estate sales. It’s go- 
ing to be harder to convince home 
owners to sell in the face of the 
increased capital gains tax. 

To help shed a little light on 
what’s to come, JouRNAL editors 
queried several realtors to get their 
reactions on the proposed law. 
Here’s a sampling of their view- 
points. 

Mark Levy of Chicago says it 
will curtail some sales, but “if a 
person has reached a tax bracket 
where income doesn’t do any good, 
he’s better off selling even at 
62144% and using it for buying 
something else.” 

Ted Grove of Omaha says that 
although the increased tax is, on 
the face of it, a natural deterrent 
to real estate speculation, it will 
certainly have little effect on so 
much real estate investing being 
done because of galloping inflation. 

“Everyone is expecting taxes 


from all directions anyway and 
even though real estate is already 
carrying a heavy tax load, many 
people with money to invest will, 
so to speak, close their eyes and 
buy ‘safe’ real estate. 

“Perhaps slowing up quick re- 
sales for profit will stabilize the 
market in a healthy way and sta- 
bilize the thinking of real estate 
investors and speculators.’ 

W. A. Brennan of Indianapolis 
ays he sees a tendency to 5 J 
some new developments, especial- 
ly on quick sales and turnover. 

H. F. Bradburn of Oklahoma 
City says there’s already too much 
tax. Business is slowing down and 
investors are scared in both chain 
stores and investments. 

L. F. Myers of Dodge City says 
the trend in investments is away 
from the city to farms and ranch- 
es... taxes on city properties are 
going sky high. 

In testimony before the House 
Ways and Means Committee, Cal- 
vin K. Snyder, secretary of the 
Realtors’ Washington Committee, 
requested that unfair provisions of 
the law be corrected. 

Defense workers and others, he 
said, who sell their homes and buy 
again when they move from one 


city to another are caught in a 
trap by the capital gains tax law. 

The “heads-I-win-tails-you-lose” 
hunting license of Uncle Sam 
against the home owner under the 
Internal Revenue Code applies al- 
so where homes are ended and 
where a loss is sustained when an 
owner sells his home. 

If a defense worker, forced to 
move to another city, sells his home 
and suffers a loss from the pur 
chase price, he is not permitted to 
deduct his real loss. 

The Realtors’ Washington Com 
mittee urged that “in case of a sale 
or exchange on property which, 
for the required holding period, 
had been used by the taxpayer as 
his residence, that any gain on 
such sale or exchange be not recog- 
nized if, within a period of 12 
months following such sale or ex 
change, the taxpayer acquires oth 
er property for use as his resi- 
dence.’ 

And further, “if new property 
should cost less than what was re- 
alized from the sale or exchange 
of the old, that the gain be recog 
nized to the extent of the differ- 
ence. And that losses on the sale 
or exchange of property which, 
for the required holding period, 
was used by the taxpayer as his 
residence, be recognized and _ al- 
lowed as a deduction.” 
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REALTORS METAL 
Sample, Illustrated 
LAN “ELC 11 STUDIC 
a 


SIGNS Write for Free 
Literature and Prices 

YS. 246 Third Ave., Pitts- 
burgh 22 


Prefabricated Home Building 
Dealers wanted in Indiana, Ohio, Michigan, 
Illinois, Kentucky. FHA, VA_ approved pre- 
fabricated homes in $6,600-$8,500 price range. 
‘he most completely factory fabricated homes 
on the market . houses are erected, roofed 
and locked the first day. A complete financing 
plan. Good profits assured. Write General In- 
dustries, Inc., 3035 Wayne Trace, Fort Wayne, 
Indiana 


Money in 





SO YOU WANT MORE 


LISTINGS? 


WHO DOESN'T? You'll want a F 
EDITION of this NEW helpful iisTING 
idea boo available soon . . . vital to 
every Realtor's library . . . 


“HOW TO GET LISTINGS 
AND INCREASED SALES THROUGH 
NEWSPAPER ADVERTISING!” 


15 YEARS in the making! 1000's of ‘'$'s’ 
spent creating PROVEN cartoons, photo- 
graphs, article ads, Real Estate Wanted ads 
used, signature-slogan-name cuts, — 80 plate- 
pages crowded with some 400 illustrated 
idea-items . . . PLUS 20 topical- sages on 
how’’ and ‘‘where’’ to NEWSPAPER 


LIST! 
A “must book” for ALL in 


real estate LISTING! 


WRITE REALTOR CHAS. WOESSNER, M.A., 
4780 Grant Ave., Fresno, Calif., today! 








METAL SIGNS, 14 x 20 


, Lots $.44 each 
Realtors Sign Service, Box 


1022, Greenville, S.C 


3-DIMENSIONAL DISPLAY LETTERS 
Interchangeable 17 styles a sizes. Give your 
sign boards new eye-appeal. Write today for 
compte letter and catalog. HIERN ARD MFG. 
CO., INC., 31 So. 3rd Ave., Mt, Vernon, N 





HANDY POCKET 
MORTGAGE 
CALCULATOR 


only $1 


REAL ESTATE SALESPEOPLE! 
LAND CONTRACT HOLDERS! 
FIND IN SECONDS: 


Monthly payment 
Years to pay 
Interest 
MORTGAGE SLIDE RULE 


Box 342 
FLINT, MICHIGAN 
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For Business Opportunities — Motels 
COLUMBUS, OHIO 
Willard Piper, Inc. 
153 E. Weber Ludlow 1342 


Training ror 


FUTURE REAL ESTATE 


Brokers, Appraisers, Managers 
Investigate our Home Study and Residential 
courses in Real —-. Includes all phases 
of the business. G.I pproved. On-The- 
Job Trainees can take either course. 


FREE CATALOG Established 1936 


WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 
15 E. Pershing Rd. Kansas City 8, Mo. 


SIGNS 


that sell 


Metal or Cardboard 
any size, color or 


Trade Mark. 
Write for details. 
PROMPT SERVICE 
"WE SIGN THE NATION® 


ic VE DISPLAY ADV 


Chicago 8, Ill 














West 19th Street 
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What Would You Do? 


By JOHN F. ANDERSON, President 


John Anderson Company, Realtors 
Trustee, Cleveland Real Estate Board 


F YOU had two buyers on the premises of a home 

you were selling, both wanting to buy at the same 
moment, what would you do? 

At first glance, perhaps you say, “Oh, I'd let the 
chips . bes they may,” or, “I'd let the owner 
decide,” “I'd give the deal to the prospect with 
the most ons for the down payment. 

Actually, I found that it wasn’t quite that easy to 
decide when I had such an experience a few years ago. 

On an exclusive listing with our firm, I had two 
appointments, on the same day, to show the property 
to the prospective buyers . . . one appointment at 
4:00 p.m., the other at 4:30 p.m. 

I arrived at the property a little ahead of my first 
scheduled appointment and found the prospect with 
the second appointment already there and anxious to 
inspect the house. With the owner’s permission, I be- 
gan showing the listing. 

A few minutes later, the prospect with the first ap- 
pointment arrived. The owner, seeing my predica- 
ment, offered to take the new arrival through while 
I completed my showing. 

After we had gone through the house, my prospect 
turned to me and said, “I'll take it. How much of a 
“— do you require?” 

I replied that $1000 was necessary to bind the deal 

. my prospective buyer immediately sat down on 
the front step to write his check. 

Just then the owner called me to one side and said, 
“T thought I'd better tell you that the house is sold. 
I’ve just accepted $100 in cash from the other pros 
pect.” 

Here was a true dilemma . . . who had bought the 
house? Neither prospect wanted to give way to the 
other; each insisted he was entitled to become the 
purchaser. 

The amount of the binder could not enter into the 
decision and neither prospect had a clear-cut moral 
right to preferment. The prospect with the earliest 
appointment had not been the first to see it because 
the other prospective buyer had come ahead of his 
appointed time and had gone through the house first. 

Arbitration seemed to offer the best solution, so I 
proposed we call in an attorney to decide. The lawyer 
decided in favor of prospect number two . . . the one 
the owner had shown through the house. 

The lawyer reasoned this way. By handing his 
money to the owner and thus securing the owner's 
verbal acceptance of the offer, the second prospect 
had actually closed the transaction then and there. 
The fact that the other buyer was, at the same in- 
stant, writing me a check did not alter this fact. 

Of course, it made no difference to me — finacial- 
ly, anyway. As exclusive agent, I was entitled to and 
received my commission. But I felt sorry for the buy- 
er who lost out and tried without success to find him 
a similar home. 


As fate would have it, the man who did buy the | 


home was destined not to enjoy his purchase. He had 


made the mistake, because of his anxiety to beat out | 


the other fellow, of buying without his wife’s ap- 
proval. 

I noticed in legal transfers a few months later that 
he had resold the home. 


America’s finest 
sinks for 
America’s finest 
buildings 


Let Lustertone Stainless Steel Sinks 
add rental appeal and re-sale 
value to your property. Kitch- 
ens, old or new, take on a new 
air of distinction with Everlast- 
ing Beauty —Prestige — Mini- 
mum Maintenance like the 258 
kitchens in this apartment. 
Elkay Lustertone remains pet- 
manently bright, unstained and 
untarnished . . . never needs 
scouring or bleaching. 


sega CEN i is ballad 


ELKAY Manufacturing Co. 
1896 $. 54th Ave., Chicago 50 


sink 
AWARDED 
FASHION 
ACADEMY GOLD MEDAL FOR EXCELLENCE OF DESIGN 


The World's Oldest Manufacturer of Stainless Steel Sinks 














Central New York’s 
Largest Sales Organization | 


e Downtown Commercial Property 
e Warehouse and Factory Sites 

e Hotels and Apartment Buildings 
e Mortgage Loans for every need 





Brokers’ Inquiries Invited 


JACKSON M. 


PoTTeR 


2-0223 


237 EAST GENESEE STREET SYRACUSE, N.Y. 
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REDUCE 


YOUR 
BOILER-ROOM 


DEPENDABLE 
AUTOMATIC 
HEATING 


BURNS LOW 


For completely automatic heat or processing steam! The Winkler 
Rotary Cup Oil Burner eliminates dust and ashes and the need 
for boiler-room help. New design amazingly simplifies the burning 
of low-cost heavy, residual oils—a type of fuel always available 
in ample quantities. Find out now how much you can save by 
changing to a Winkler! 


WRITE FOR INFORMATION 


WINKLER 


‘cr OIL BURNERS 


cup 
U. S. MACHINE CORP. ¢ Dept. 931, Lebanon, Ind. 





How to average 


AN EXTRA DEAL 


per man, per month 


Just add the deals lost from misplaced memos and in- 
sufficient information about your prospect's needs . . . 
plus the “extra stock on your shelves” by properly re- 
cording the best offerings of other brokers and owners. 
Here's the answer — get one for every salesman in your 
organization. 

This SPECIAL SALESMAN’S SET, box indexed as shown, 
corresponding to the property types on the BUYER 
(prospect) card . . . includes 100 white BUYER and 50 
buff SELLER cards, for only $3.00 complete, postpaid. 
SALES EXECUTIVES: Write for free illustrated Folder 
B that shows bow to systematize procedures and set up 


a practical sales training program... for more deals. 


HARRIS N. KROLL & CO. 


1110 Brentwood Bivd. St. Lovis 17, Mo. 
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Delayed Opening Oil Valve 


A new, delayed oil valve manufactured by the 
Minneapolis-Honeywell Regulator Company of Min 
neapolis, is designed to help eliminate most causes of 
sooting in oil-fired heating plants. It can be installed 
on most existing and all new high-pressure burners. 

In operation, the valve holds up the flow of oil to 
the burner nozzle until the proper air supply is avail 
able. This makes possible a clean fire start so that 

| carbon deposits are held to a minimum. 


Re-designed Refrigerators 

Increased food storage capacity with decreased 
overall outside dimensions are features of the 1951 
line of Servel, Inc., refrigerators: One model is 534 
inches less in height and 334 inches less in width 
than last year’s model, but has the same storage space. 

In addition, the company’s warranty on their gas 
refrigerator has been increased to 10 years and design 
changes and lower production costs have resulted in 
price reductions on most models. 


P 
New Development in Ranges 

New electric ranges, including a two-oven model 
and two “Wonder Oven” models with slanted front 
styling, one-piece “flowing tops” and high back pan 
els have been announced by Frigidaire. 

The “Wonder Oven” development provides an oven 
that permits preparation of different foods at separate 
temperatures at the same time in one oven. This is 
accomplished by converting one large single oven in- 
to two separate ovens with a movable unit. It is pos 
sible to convert the two ovens into a single oven of 
6160 cubic inches. 


Million Mark Hit 


In less than 12 months during 1950, The Mengel 
Company of Louisville, Kentucky, produced and mar 
keted more than one million flush doors. 

This production job called for the use of more than 
176,000,000 feet of veneers, 12,750,000 board feet of 
lumber, and 3,500,000 pounds of water-resistant 
glues. 


Newspaper Listing Guide 

Photos, sample real estate ads, cartoons, plus ap 
proximately 45 pages of textbook copy are partial 
contents of a new book on how to prepare newspaper 
listing ads. 

The book is a compilation of ideas used in the past 
experience of Realtor Charles Woessner of Fresno, 
California. Eighteen separate topics are discussed and 
36 “‘adages used in advertising” are listed. 


Mechanical Filing Device 
Remington Rand, Inc., New York, is manufactur- 
ing a device known as “Conve-Filer” that helps re 
duce operating hours of personnel using large card 
file systems, 
The new device is controlled by a directional 
| pedal-switch which activates a mechanism to bring 
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each filing tray, as desired, to a point directly in 
front of the file operator. 

When anulaoel with 214x3-inch cards, the “Con- 
ve-Filer” holds approximately 200,000 cards. The 
unit is approximately 85 inches long, 30 inches deep, 
and 38 inches high. 


Clip Method of Tile Installation 


A sag-proof, low cost method of installing acous- 
tical tile and board has been developed by the Nelson 
Stud Welding Division of Morton Gregory Corpora- 
tion, Lorain, Ohio. 

With the use of Nelson “Quick Clips,” one man can 
install at least 90 square feet of tile per hour on 
straight going, without the use of tools. 

When used to apply Fiberglass acoustical tile, one 
angle of the feeteil ethan “Quick Clip” fits over the 
furring strip, while the other end, formed into an 
oval loop, is pressed into the edge of the tile being 
applied. 


Portable Scaffolding 


A new type of portable scaffolding built up from 
lengths of aluminum or steel tubing and using quick- 
acting clamps has been introduced by Safway Steel 
Products, Inc., Milwaukee 13, Wisconsin. 

Using an ordinary wrench, an unskilled workman 
can quickly assemble the simple parts into safe, rigid 
scaffolds to fit building and ground contours for all 
kinds of construction and maintenance work. Upright 
members can safely be extended as high as 200 feet. 


Portable Electric Hammer 


A portable electric hammer of simplified design 
that has only one working part is being manufactur 
ed by Skilsaw, Inc., Chicago 30, Illinois. 

The power unit consists of two alternately energiz- 
ed magnetic coils, eliminating gears, cranks, and con 
necting rods. The instrument strikes 3600 blows a 
minute. 

A complete line of accessories is available with the 
hammer to enable the user to have the right tool for 
all hammering jobs. 


Adjustable Prefab Door and Jamb 


A prefabricated, fitted door and jamb in produc 
tion by the William R. Lutze Company, Brooklyn, 
New York, has a “Fits-All” design that makes it ad 
justable to any wall thickness and suitable to any 
wall composition. 

With a trade name of “Redi-Dor,” one part of the 
door unit is set into one side of the wall and the other 
part is set on the opposite side. The two parts then 
slide together to fit wall thickness. The unit is in 
stalled after walls are completely finished thus elim 
inating refitting, plaster-scraping, and door-hanging. 

The unit is available with sanitary or colonial 
trim and in several kinds of wood. 


Portable Saw Guide 

A portable saw guide designed to provide precision 
on-site saw cutting is in production by Skilsaw, Inc.. 
Chicago. This instrument quickly converts a portable 
electric saw into a por table radial saw. 

Weighing only 26 pounds, it is easily attached to a 
small platform on two saw horses. Cross-cuts, bevel 
cross-cuts, miters, rips, bevel rips, gang-cutting, and 
pre-forming are some of the operations possible with 
this portable saw guide. 
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PROSPECTS WITH A SETLICH SIGN 


Want prospects to see your listings? Sure you do! 
Then pull them in with a Setlich Sign. Years of re- 
search and experiment in the real estate field have 
given Setlich Sign the pattern for producing signs 
that not only attract prospects but give your com- 
pany the personal appeal that makes your listings 
easier to sell. 

Your sign represents you, so make sure it reflects 
quality. Be certain that it has the prospect-pulling 
ingredients that make Setlich Sign the favorite with 
real estate men and women everywhere 


For Signs That Sell — See Setlich 


Serere™ SIGN COMPANY 


FELLOW i 








SALES PLUS = SALESBOARD 


Style 
No. 712 


Aluminum 
frame and 
stand 
attached. 
No glass 


Furnished in aluminum or stainless steel frames. From 
15 x 30° in size to 20 x 30°. Write Dept. RE-1. 

Acme Boards and Signs can be furnished in any style 
or size. Forward your special specifications. Illustrated 
folder mailed upon request. No obligation. 


c 37 EAST 12™ STREET 
Ai b4 9) & new york 3, N. ¥. 
* 


|BULLETIN COMPANY| 
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FOR DEPENDABLE, LOW-COST 


protection 


WHEREVER YOU BUILD, USE 


= WATERPROOF 
SE SISAL-REINFORCED 
PROTECTIVE PAPERS 


SISALKRAFT used for closing-in. 
You'll find it pays to use SISALKRAFT 
in every possible way on every job... 
for closing-in . . . for sheathing-paper 
. .. under all concrete slabs . . . under 
all flooring . . . under stucco... as a 
moisture-vapor barrier . . . for curing 
and protecting concrete . . . and many 
other uses. 


SISALATION Reflective Insulation 
combines insulating and moisture- 
vapor barrier qualities in one low-cost 
quality product. 


More contractors and builders use 
SISALKRAFT Products than any other 
similar material. 

SISALATION is easy 

to apply, effective, 


low-cost insulation. 
REFLECTIVE INSULATION 


Write Dept. NR3 
for free samples and data 


THE SISALKRAFT CO. 














Alexander Summer is using the kind of brass tacks analogies in his 
speeches that hit home. NAREB’s new president, in scores of talks 
since his installation in January, has given a reality to federal spend 
ing that we have come to accept. Here are some examples: “The 
debt of the federal government is already equivalent to a $10,000 
mortgage on every owned home in the United States” “If you 
spent $1000 a day, seven days a week, starting in the year one. 
and if you continued through the centuries, you would still have 
788 years to go before you spent one billion dollars. But our gov 
ernment now has $260 billion less than nothing in its treasury. 


Government controls already imposed on materials, and the threat 
of more, may scare a lot of critical materials back into the market 
Many builders report they had difficulty getting copper parts, that 
it had apparently disappeared from the market. But hardly had 
the anti-hoarding regulation been announced, then the phones 
started jangling. There was a sudden abundance of copper 
what articles do you want and how many? 


Enlightening facts are coming out of census results. The 1950 hous- 
ing census shows that we now have 23% more family dwelling 
units of all kinds than we had in 1940. Over the same period, pop 
ulation increased 14.4%. And now, eight million more people own 
their own homes . . . making a total of 55% of all homes owner 
occupied. 


Revisions in building codes can save up to $1000 on a three-bed- 
room house, say officials of NAHB. In its drive to get building 
codes changed to meet today’s conditions, NAHB outlines these 
out-dated code restrictions: excessive load requirements on floor 
and roofs, excessive wind loads. snow loads based on guesses, ex 
cessive masonry chimney requirements, three-quarter hour fire re 
sistant walls in single-family houses, requirement for basement, 
bridging on double wood joists. and others. 


February, just like January, exceeded all previous February records 
along the building line. according to BLS. New construction put 
in place during February, the latest month for which figures are 
available, amounted to $2 million. This is 22% more than the 
February 1950 total. 


A sight for most builders’ sore eyes appeared in a recent edition of 
the Los Angeles Times. It showed a partial view of one of the 
largest materials stockpile in Southern California . or in the 
world for that matter. The stockpile contained complete —— 
for 516 homes to be built in Lake Marie Ranchos, Whittier. Cali 
fornia, by the Hobart-Williams Company. 


News Nibblings: The New York State Building Code Commission took 
concrete action on improving building codes. came out with a 280 
page illustrated manual indicating acceptable construction meth 
ods, tests for alternate methods. The manual has been distributed 
to more than 1000 groups for review before it goes into effect . . . 
President John J. O'Brien of Gunnison Homes, Inc., says his com 
pany will concentrate on its low-cost prefabricated houses during 
the national emergency. Plans are to produce 11.000 low-cost homes 
in 1951. 
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CONSULT THESE SPECIALISTS... 


FOR REAL ESTATE 


SALES 


@ALBANY, N.Y 
Picotte Realty, Inc 
120 Washington Av« 


@AUGUSTA, GA 
Sylvia M. Barry 
Augusta's Leading 

Kealiy Broker 


@ DENVER, COLO 

Garrett-Bromfield 
Company 

Security Building 


@DENVER, COLO 
V. J. Dunton Reali» 
Co 
40-10 Midland Say 
ings Bide 


FOR EXPERT 


@KNOXVILLI 
TENN 
Richards Real Estate 
Co 


« 
722 Market St 


@eNEW YORK, NY 
Fass & Wolper, Inc 
East 42nd Strect 
Main Street Pro 
ties Anywhere 
the 


@ORLANDO, FLA 
Harlow G. Fredrv k 
Anywhere in Florida 


eLOLEDO, O10 
Schuster & Co 
George E. Schuster 

Gardner Building 


APPRAISAL SERVICE 


@COLUMBLS, OHIC 
William P. Zinn & 


o 
? North Third St 


@eCONCORD, N.H 
William E. Sleeper 
Realtor-Appraiser 


@ EAST ORANGE 
NJ 


Preiser 
S.R.A 
N. Harrison St 


Godirey I 
Al 


@LOS ANGELES 
CALI 


Marshall W. Taggart 
1640 Wilshire Blvd 


@ MINNEAPOLIS 
MINN 
Norman L. Newha!! 
MALI 


19 Marquette Ave 


@NASHVILLI 
ENN 
Biscoe Griffith Co 
—Since 1914 


214 Union Street 
Tenn.—Ky Ala 


@NEWARK., NJ 
Harry J. Stevens 
M.AJI 
478 Central Avenue 


@NEWARK, N.J 
Van Ness Corpora 
tion, 
H. W. Van Ness 
President 
24 Commerce St 


@NEW YORK. N.Y 
Scientilic Appraisal 
Corporation 
7? East 42nd St 
$200,009 values and 
up only 


@PHILADELPHIA 
PA 


Richard J. Seltzer 
M.A.I 


12 South 12 Street 


est. LOUIS, MO 
Otto J. Dickmann 
M.A. 


1061 Railway Ex- 
change Bldg 


est. LOUIS, MO 
Henry R. Weisels 
Company 
IL.R. — Est. 1 
18 North Eighth 


Ss 


@ TOLEDO, OHIO 
Howard W. Etchen 
M.A.I 


Etchen-Lutz Co 


FOR LAND PLANNING 


eWILMETTE, ILI 
Myron H. West 
916 Greenleaf Ave 


FOR IDEAL 


STORE LOCATIONS 


@ALBANY. NY 
Picotte Realty, Inc 
120 Washington Ave 


@AUGUSTA, GA 


Sherman-Hemstreet 
Realty Co 
801 Broad Street 


@BALTIMORE, MD 
B. Howard Richards 


Inc 
Morris Bidg 


@DES MOINES, IA 
Donahoe Investment 


° 
Retail, Wholesale 
Industrial 


@ KANSAS CITY 
MO 


Mosely & Company 

Retail, Wholesale 
Industrial 

Suite 1111, Insur- 
ance Exch. Bide 


@NEW ORLEANS 
LA 


Leo Fellman & Co 
829 Union Street 


@OKLAHOMA CITY 
OKLA 


H. F. Bradburn 
Fidelity Bidg 


@OKLAHOMA CITY 
OKLA 


fom Pointer Co 


104 Local Bidg 


eST. LOUIS, MO 
Isaac T. Cook Co 
1818 Arcade Bidg 


@SARASOTA, FLA 
Don B. Newburn 
144 So. Pineapple 

Ave 


@WASHINGTON 
DC 


Shannon & Luchs 


o 
1505 H Street, N.W 


FOR PROPERTY 
MANAGEMENT 


@COLUMBUS. OHIO 
William P. Zinn & 


Co 
North Third St 


@ DENVER, COLO 
Garrett-Bromfield & 
Company 
Security Building 


@DENVER, COLO 
\. J. Dunton Realty 
Co 
400-10 Midland Ss 
ings Bide 


@ FOLEDO, OHIO 
Schuster & Co 
George B.. Schuster 
Gardner Building 


@ TOPEKA, KAN 
Greenwood Agency 
108 Bast Seventh St 


FOR FARMS 


AND RANCHES 


@ DENVER, COLO 
V. J. Dunton Realty 
Company 
400-10 Midland Sav 
ings Bidg 


@LOS ANGELES 
CALIF 
California-Nev ada 

Company 
412 W. 6th Street 


@ OKLAHOMA CITY 
OKLAHOMA 
Patterson Realty Co 
202 Hales Bide 


FOR CHAIN STORE 
LOCATIONS 


@ ALLENTOWN, PA 
The Jarrett 
Organization KR. C. Blase 
842 Hamilton Si: 434 State St 
Specializing Fast 
ern Penna 


e@SCHENECTADY 
NY 


@COLUMBLS. OHIO @eSYRACLUSE, NY 
William P. Zinn & Jackson M. Potter 


Co ne 


North Third St 237 East Genesee St 


@ TOLEDO, OHIO 
Reuben 
Company 


8-20 Madison Ave 


FOR INDUSTRIAL 
SITES & PROPERTIES 


@ALBANY. NY 
Picotte Realty, Inc 
120 Washington Ave 


@ MOBILE, ALA 
Thos. M. Moore 
Industrial Site 

Specialist 


@ALLENTIOWN, PA 
The Jarrett 
Organization 
842 Hamilton St 
Specializing Fast 
ern Penna 


@OKLAHOMA CITY 
OKLAHOMA 
Tom Pointer Co 
14 Local Bidg 


eCOLUMBUS, OHIO —-@5T. LOUIS, MO 
William P. Zinn & Otto J. Dickmann 
Company M.A.1 
17 North Third St 1861 Railway Fx 
change Bidg 


@CONNECTICUT 
AND VICINITY eST. LOUIS, MO 
Nathan Herrup, In: Henry R. Weisels 
61 Allyn St Company 
Hartford S.LR 1894 
418 North Eighth 


@eINGLEWOOD 
CALI @SAN JOSE, CALI 

Mitchell & 
Company 

97 EB. Santa Clara 
St 


Emerson W. Daw sc Thos. I 
P.O. Box 5 


@KANSAS CITY 
MISSOURI 
Moseley & Company 5 
Retail, Wholesale OCCENACT AD 

Industrial N.Y 
Suite 1111, Insur RK. C. Blase 
nee Exch. Bide 434 State St 





Rates for Advertising 
In the “Consult These Specialists” 
Department: 
Per 
I.eue 


43.00 


“350 


« nes 


ines ess than © issucs $4.00 


Additional lines 


50 cents per issue 


No charge for city and state lines 

















ABOUT MANPOWER! 


* With today's shift of emphasis from civilian to defense 
needs, the manpower factor becomes increasingly important in 


home construction. 


Even though your construction crews may be cut in half, you can 
build Gunnison Homes in half the time, without the headaches 
and uncertainties of conventional building! Gunnison's stand- 
ardized modular construction plan is designed for simplicity, 
ease and speed in erection. Skilled labor required and total 
man-hours at the building site are cut to an absolute minimum! 


For further information, write Dept. B-i] 
Gunnison Homes, Inc., New Albany, Ind. 


= ° MMMSON SOMES . 


a 
Coronado and CHAMPION Homes ... UNITED STATES STEEL (UgS) CORPORATION SUBSIDIARY 
ps 


ANA 


“Gunnison,”’ “Coronado” and Champion’ —T.M. G 








